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ABSTRACT 
Customer value is essentially the perceived value that the customer gains when 
purchasing a product. The perceived value is the trade-off between the cost of the 
product and the benefits it provides. If the customer perceives the benefits exceed 
the costs, then the customer perceives value in the product.  
A need is defined as a perceived lack of something. Customers across industries 
consider fulfilment of their unique needs as a key metric in evaluating the 
effectiveness of a solution. In order for an organisation to successfully provide 
solutions based on customer needs it is crucial for the organisation to understand the 
needs of their target market. Market Needs Analysis (MNA) is the investigation that 
intends to improve knowledge about the needs of the organisation’s target market.  
Project Based Organisations (PBOs) are organisations who are primarily orientated 
to execute once-off projects with an organisational structure specially formed for a 
temporary period tailored to deliver a product that meets the needs of specific 
customers. This research investigates the value offering of a Turnkey PBO and its 
alignment to the needs of its market. The organisation is privately owned, operating 
primarily in the South African automotive industry. The true name of the organisation 
that will be researched will not be disclosed for confidentiality reasons; instead it will 
be called My Automation Company (MAC). 
Until the end of 2010, the core focus of the organisation was the supply and 
maintenance of specialised electronic and computerised tools and services used 
mainly for quality assurance and production support. Towards the end of 2010 the 
organisation shifted its focus to providing a new product and service, Turnkey 
Industrial Automation Projects, to its existing market.  
In the rush of introducing new products and services many organisations neglect to 
analyse the market to ensure that they fully understand and can satisfy its needs. 
Understanding customer needs is crucial in order for new products to be successful 
thereby capitalising on the available growth potential. Turnkey Industrial Automation 
Projects is a new product in the organisation’s existing market. It is therefore 
important that the organisation investigates the customer needs for this particular 
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product as it will differ significantly from customer needs for Service Level 
Agreements which the organisation is familiar with.  
The purpose of this research study is to advance the current understanding of the 
Customer Value Proposition (CVP) of Turnkey PBOs by performing a systematic 
analysis of the determinants of customer value. This research is an exploratory 
quantitative study comprised of literature- and case study components used to test 
proposed hypotheses. The literature study was performed on secondary sources to 
establish the key concepts related to the topics of PBOs, Industrial Marketing, Market 
Needs Analysis and CVP.  The empirical study consisted of surveys (questionnaires) 
completed by various customers and employees of MAC. The questionnaire used in 
this research consisted of questions regarding demographic data and questions 
regarding perceived CVP and influencing factors. Descriptive statistics was used to 
summarise the data into a more compact form which could simplify the identification 
of patterns in the data. Inferential statistics was used to verify if conclusions made 
from the sample data can be inferred onto a larger population 
Recommended business practices based on the statistical analysis of the survey 
results were identified. It was shown that there exists a relationship between 
Perceived Value and Product Characteristics, Relational Characteristics, Supplier 
Characteristics, Benefits and Sacrifices by using Pearson’s product-moment 
correlation coefficient to measure the linear association between the variables. 
A significant difference in the perceived performance of MAC in certain aspects was 
found. There is however no significant difference between the perceived 
importance’s assigned to CVP factors by High- and Low-level Management 
customers. It was also found that there is a significant difference in the perceived 
performance of MAC by Customers and Employees in certain aspects. While there is 
alignment between the importance Employees and Customers place on the majority 
of independent variables, there is misalignment with regard to the various Supplier 
Characteristics. Supplier Commitment was shown to be the factor that requires the 
most attention as: it has the biggest influence on the perceived value gained from 
dealing with MAC; Customers rate the organisations performance in this regard lower 
than Employees do and Employees assign lower importance to this factor than 
Customers.  This study concluded in the development of a hypothesised CVP model 
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that indicated not only which factors influence the CVP of a Turnkey PBO in the 
Eastern Cape but also the effect that each of the identified factors have on perceived 
value. 
Keywords: Market Needs Analysis, Project Based Organisation, Turnkey Industrial 
Automation, Customer Value Proposition, Product Characteristics, Relational 
Characteristics, Supplier Characteristics, Benefits and Sacrifices.  
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Chapter 1 
1 CHAPTER 1: INTRODUCTION AND PROBLEM STATEMENT 
1.1 Introduction 
Customer value is essentially the perceived value that the customer gains when 
purchasing a product, whether the product is a good or service. The perceived value 
is the trade-off between the cost of the product and the benefits it provides (Ahola, 
Laitinen, Kujala and Wikström, 2008; Ahola, Kujala, Laaksonen and Aaltonen, 2013; 
Corsaro and Snehota, 2010; Davis, Aquilano and Chase, 2002; Keränen and Jalkala, 
2013; Lindgreen and Wynstra, 2005; Menon, Homburg and Beutin, 2005; Payne and 
Frow, 2013; Sanchez-Fernandez and Iniesta-Bonillo, 2007; Terho, Haas, Eggert and 
Ulaga, 2012; Ulaga and Eggert, 2006; Yang and Peterson, 2004). If the customer 
perceives the benefits exceed the costs, then the customer perceives value in the 
product (Davis, et al., 2002).  
A need is defined as a perceived lack of something (Blythe, 2009). Customers across 
industries consider fulfilment of their unique needs as a key metric in evaluating the 
effectiveness of a solution (Tuli, Kohli and Bharadwaj, 2007). In order for an 
organisation to successfully provide solutions based on customer needs it is crucial 
for the organisation to understand the needs of their target market (Jaller and 
Ullström, 2008). Market Needs Analysis (MNA) is the investigation that intends to 
improve knowledge about the needs of the organisation’s target market.  
Project Based Organisations (PBOs) are organisations who are primarily orientated 
to execute once-off projects (Bayer and Gann, 2006b; Tarziján and Brahm, 2014; 
Thiry and Deguire, 2007) with an organisational structure specially formed for a 
temporary period (Bourouni, Noori and Jafari, 2014; Hellström and Wikström, 2005; 
Thiry and Deguire, 2007; Turner, Huemann and Keegan, 2008) tailored to deliver a 
product that meets the needs of specific customers (Bayer and Gann, 2006a). 
Examples include cultural industries, professional services, filmmaking, software 
development, and engineering design  (Bourouni, et al., 2014). 
My Automation Company (MAC) is a privately owned organisation operating primarily 
in the South African automotive industry. Up until the end of 2010, the core focus of 
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the organisation was the supply and maintenance of specialised electronic and 
computerised tools and services used mainly for quality assurance and production 
support. The business model was based on providing Service Level Agreements 
(SLAs) to Original Equipment Manufacturers (OEMs) in the automotive industry. 
The head office of MAC is based in Port Elizabeth with satellite offices in East 
London, Pretoria and Durban. The organisation has had steady growth, financially as 
well as in terms of number of employees, since its inception in 1996 (White, 2010). 
Organisational growth is an important precondition for both achieving financial goals 
and to ensure the longevity of an organisation (Pasanen, 2007). There are four 
generally accepted growth routes to follow namely: Diversification, Market 
Penetration, Market Development and Product Development (Ansoff, 1957; Blythe, 
2009). Product Development was the only viable strategy for MAC as it had already 
fully saturated the existing market with current products and also fully penetrated the 
South African Market. The decision was made to grow the organisation’s relatively 
small Project Division, where the majority of products (specialised industrial 
machines) are, by definition, designed and manufactured specifically to customer 
requirements (Turner and Keegan, 2001). 
There are generally four categories of PBOs namely manufacturing-oriented 
companies, designers, systems integrators and organisations specialising in project 
management services (Artto, Wikström, Hellström and Kujala, 2008). Up to the 
inception of the Mechanical Department, MAC’s Project Department offered basic 
Design and Manufacturing Electrical Engineering services only.  
The decision was made by management for MAC’s Project Division to offer a 
Turnkey combination of the four categories. In order for MAC to start offering this 
Turnkey Service the required Mechanical Engineering Design and Manufacturing 
resources had to be acquired either internally or sub-contracted to an external 
organisation. The decision was made to acquire the required skills internally and not 
outsource as this would give MAC control over these resources.  
There are two commonly accepted options to acquire skills namely, internal 
development or acquisition of an organisation that already has these skills (Grimpe, 
2007; Lee and Lieberman, 2010). Due to the favourable financial position of MAC 
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and the required speed of market entry the decision was made to acquire the 
majority shareholding in a Mechanical Engineering organisation that specialised in 
machine building in the automotive industry. The acquisition of these skills allowed 
MAC to offer a new product to its existing market in the automotive industry, namely 
Turnkey Projects.  
The next section of this chapter will formulate and expand on the problem statement. 
This will be followed by the Research Objectives, Questions and Delimitation. Key 
concepts will be defined. The significance and contribution of this research will be 
discussed followed by an explanation of the research methodology, design and 
ethics. The chapter concludes with an overview of the structure of this treatise. An 
overview of this chapter can be seen in Figure 1.1. 
 
Figure 1.1 - Overview of Chapter 1. 
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1.2 Problem Statement 
The growth-share matrix (Blythe, 2009) is a chart commonly used by organisations to 
analyse their current products and identify where resources should be deployed. The 
SLA department of MAC can be classified as a Cash Cow as it has a dominant 
market share and has low growth. It can possibly be classified as a War Horse as it 
has a high market share in a declining market. The reason for the declining market is 
increased pressure for cost reduction by Original Equipment Manufacturers (OEMs) 
as well as a trend towards Global Purchasing by OEMs (Maurer, Dietz and Lang, 
2004). Profit currently generated by the SLA department can be milked to finance 
upcoming Stars.  
The Turnkey Projects Department can be classified as a Star. It currently shows 
rapid growth and is starting to grow market share. This department does not yet 
show much profit as a substantial amount of financial resources are expended to 
acquire the required inter-discipline (Electrical- and Mechanical Engineering) 
cooperation, skill and experience. The short term objectives of any organisation 
attempting to sustain rapid market growth is to capitalise fully on whatever growth 
potential exists in the organisation’s present business arenas (Arthur, Thompson, 
Strickland and Gamble, 2011). 
Understanding customer needs is crucial in order for new products to be successful 
in a target market (Soni and Cohen, 2004) thereby capitalising on the available 
growth potential. Turnkey Projects is a new product in the organisation’s existing 
market. It is therefore important that the organisation investigates the customer 
needs for this particular product as it will differ significantly from customer needs for 
SLAs which the organisation is already familiar with. As the organisation moves its 
core operations from SLAs towards Turnkey Projects it will be more susceptible to 
the highs and lows associated with PBOs.  
While an increase in customer interest was anticipated with the new product offering, 
the actual customer interest far surpassed expectations. The increase in customer 
interest can be measured not only by the increased amount of Request for 
Quotations (RFQs) received, but also by the increased quantity and average value of 
orders placed with MAC. A constant workload plays a vital role in sustaining an 
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organisation. It is vital to maintain increased customer interest as it will counter 
inherent workload fluctuations experienced by PBOs (Bayer and Gann, 2006b). 
Customer value is the net gain that a customer perceives when purchasing a 
product. The perceived value is the trade-off between the cost of the product and the 
benefits it provides (Ahola, et al., 2008, 2013; Corsaro and Snehota, 2010; Davis, et 
al., 2002; Keränen and Jalkala, 2013; Lindgreen and Wynstra, 2005; Menon, et al., 
2005; Payne and Frow, 2013; Sanchez-Fernandez and Iniesta-Bonillo, 2007; Terho, 
et al., 2012; Ulaga and Eggert, 2006; Yang and Peterson, 2004). An increase in 
perceived benefits or reduction in perceived costs increases the perceived value the 
product provides. In order to maintain customer interest it is vital that customers 
perceive high value in the product offering of MAC. This value perception is referred 
to as the Customer Value Proposition (CVP) of the organisation. 
The introduction of a new product, Turnkey Projects, has introduced new and 
unknown costs and benefits for MAC. These factors, as well as the perceived 
importance of each, need to be identified to ensure that the organisations strategy 
can provide these characteristics to ensure a fit to what is expected by the customer.  
Problem statement: The current and future market needs have not been adequately 
researched for Turnkey PBO’s in the Eastern Cape. 
1.3 Research Objectives 
The main research objective of this study is as follows: 
- ROM: Identify the factors that influence the CVP of a Turnkey Automation PBO 
in the Eastern Cape. 
In order to achieve the above stated main research objective the following secondary 
objectives need to be achieved:   
- RO1: Perform a literature review in order to establish the importance of 
conducting a MNA for a Turnkey PBO in the Eastern Cape; 
- RO2: Develop a proposed model for the CVP of Turnkey PBO in the Eastern 
Cape; 
- RO3: Explain the research methodology used for this research study with 
sufficient detail to allow it to be reproduced in future; 
6 
 
- RO4: Conduct an empirical evaluation of the proposed CVP model in order to 
accept or reject the formulated hypotheses; 
- RO5: Establish the weighted importance of each of the identified factors in the 
CVP model;   
- RO6: Establish the significance of the difference between the perceived 
importances assigned to CVP factors by High- and Low-level Management; 
and 
- RO7: Establish the significance of the difference between the importance 
assigned to CVP factors by Customers and Employees of the Turnkey PBO. 
1.4 Research Questions 
The Main Research Question (RQM) was formulated based on the Main Research 
Objective and is stated as follows: 
- RQM: Which factors influence the CVP of a Turnkey PBO in the Eastern 
Cape? 
In order to analyse the above main research problem effectively, the following 
research questions, based on the secondary research objectives, need to be 
answered:  
- RQ1: What is the significance of conducting a MNA for a Turnkey PBO in the 
Eastern Cape? 
- RQ2: Which factors would be included in a proposed model for the CVP of 
Turnkey PBO in the Eastern Cape? 
- RQ3: How can a detailed description of the research methodology be provided 
in order to understand and reproduce this research study in future? 
- RQ4: What relationships between independent and dependent variables can 
be verified through the empirical evaluation of the proposed model for the CVP 
of a Turnkey PBO in the Eastern Cape? 
- RQ5: Which factors in the proposed CVP model for a Turnkey PBO in the 
Eastern Cape have a higher correlation to perceived value than other 
identified factors? 
- RQ6: What is the significance of the difference between the perceived 
importances assigned to CVP factors by High- and Low-level Management? 
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- RQ7: What is the significance of the difference between the importance 
assigned to CVP factors by Customers and Employees of the Turnkey PBO? 
The research questions, research objectives and the various chapters in which they 
are addressed are linked in the simplified research storyline illustrated in Table 1.1. 
1.5 Research Delimitation 
The research will be limited to a Turnkey PBO in the Eastern Cape namely MAC. The 
departments, namely Marketing, Design, Manufacturing, Project Management and 
top Management, are those within the company that have direct influence on meeting 
Turnkey Project market needs. The scope of this study is limited to the employees 
within these departments and the customers they serve. MAC is made up of three 
business units namely Automation, Software Development and SLAs. This research 
is limited to the Automation unit only. 
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Research Question (RQ) Research Objective (RO) Chapter 
RQ1: What is the significance of 
conducting a MNA for a Turnkey PBO 
in the Eastern Cape? 
RO1: Perform a literature review in 
order to establish the importance of 
conducting a MNA for a Turnkey 
PBO in the Eastern Cape. 
CHAPTER 2: MARKET 
NEEDS 
RQ2: Which factors would be included 
in a proposed model for the CVP of 
Turnkey PBO in the Eastern Cape? 
RO2: Develop a proposed model for 
the CVP of Turnkey PBO in the 
Eastern Cape. 
CHAPTER 2: MARKET 
NEEDS 
RQ3: How can a detailed description 
of the research methodology be 
provided in order to understand and 
reproduce this research study in 
future? 
RO3: Explain the research 
methodology used for this research 
study with sufficient detail to allow it 
to be reproduced in future. 
CHAPTER 3: 
RESEARCH DESIGN 
AND METHODOLOGY 
RQ4: What relationships between 
independent and dependent variables 
can be verified through the empirical 
evaluation of the proposed model for 
the CVP of a Turnkey PBO in the 
Eastern Cape? 
RO4: Conduct an empirical 
evaluation of the proposed CVP 
model in order to accept or reject 
the formulated hypotheses. 
CHAPTER 4: RESULTS 
AND ANALYSIS OF 
THE EMPIRICAL 
STUDY 
RQ5: Which factors in the proposed 
CVP model for a Turnkey PBO in the 
Eastern Cape have a higher 
correlation to perceived value than 
other identified factors? 
RO5: Establish the correlation 
between the various factors in the 
proposed CVP model and 
perceived value. 
CHAPTER 4: RESULTS 
AND ANALYSIS OF 
THE EMPIRICAL 
STUDY 
RQ6: What is the significance of the 
difference between the perceived 
importances assigned to CVP factors 
by High- and Low-level Management? 
RO6: Establish the significance of 
the difference between the 
perceived importances assigned to 
CVP factors by High- and Low-level 
Management.  
CHAPTER 4: RESULTS 
AND ANALYSIS OF 
THE EMPIRICAL 
STUDY 
RQ7: What is the significance of the 
difference between the importance 
assigned to CVP factors by Customers 
and Employees of the Turnkey PBO? 
RO7: Establish the significance of 
the difference between the 
importance assigned to CVP 
factors by Customers and 
Employees of the Turnkey PBO. 
CHAPTER 4: RESULTS 
AND ANALYSIS OF 
THE EMPIRICAL 
STUDY 
RQM: Which factors influence the CVP 
of a Turnkey PBO in the Eastern 
Cape? 
ROM: Identify the factors that 
influence the CVP of a Turnkey 
Automation PBO in the Eastern 
Cape. 
CHAPTER 5: 
FINDINGS, 
RECOMMENDATIONS 
AND CONCLUSIONS 
Table 1.1 - RQ, RO and Chapter Outline. 
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1.5.1 Customer Value Proposition 
Customer value is essentially the perceived value that the customer gains when 
purchasing a product, whether the product is a good or service. The perceived value 
is the trade-off between the cost of the product and the benefits it provides (Ahola, et 
al., 2008, 2013; Corsaro and Snehota, 2010; Davis, et al., 2002; Keränen and 
Jalkala, 2013; Lindgreen and Wynstra, 2005; Menon, et al., 2005; Payne and Frow, 
2013; Sanchez-Fernandez and Iniesta-Bonillo, 2007; Terho, et al., 2012; Ulaga and 
Eggert, 2006; Yang and Peterson, 2004). If the customer perceives the benefits 
exceed the costs, then the customer perceives value in the product (Davis, et al., 
2002). An increase in perceived benefits or reduction in perceived costs increases 
the perceived value the product provides. The benefits and costs can be monetary, 
such as increased profits or cost saving, or non-monetary, such as decreased risk or 
increased comfort and trust (Grönroos, 2011; Lindic and Silva, 2011). A customer 
perceives value if they are or feel better off than before the transaction (Grönroos, 
2011). 
1.5.2 Market Needs Analysis (MNA) 
A need is defined as a perceived lack of something (Blythe, 2009). Customers across 
industries consider fulfilment of their unique needs as a key metric in evaluating the 
effectiveness of a solution (Tuli, et al., 2007). In order for an organisation to 
successfully provide solutions based on customer needs it is crucial for the 
organisation to understand the needs of their target market (Jaller and Ullström, 
2008). MNA is the investigation that intends to improve knowledge about the needs 
of the organisation’s target market.  
1.6 Research Significance 
This research investigation aims to gain insight into the needs of the market serviced 
by Turnkey PBOs in the Eastern Cape. 
The research will also be useful in identifying: 
- Skills shortages within organisations that prevents them from meeting market 
needs; 
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- Strategic and organisational structure changes required to meet market 
needs; and 
- Misalignment between internal perceptions of market needs and actual market 
needs. 
1.7 Research Methodology and Design 
The research methodology will address the research approach, data collection and 
data analysis. 
1.7.1 Research Approach 
This research is a quantitative study comprised of literature- and case study 
components. Quantitative research focuses on a specific aspect of a phenomenon. 
Numeric data is systematically and objectively gathered from a selected population in 
order to generalise the findings to the greater population (Fox and Bayat, 2010; 
Leedy and Omrod, 2010; Maree, Creswell, Ebersohn, Eloff, Ferreira, Ivankova, 
Jansen, Nieuwenhuis, Pietersen, Plano Clark andvan der Westhuizen, 2012).   
1.7.1.1 Literature study 
The literature study was performed to establish the key concepts related to the topics 
of PBOs, Industrial Marketing, MNA and CVP. This literature will be collected from 
secondary sources which include on-line databases containing Journals and 
Conference Papers and Text books which are directly or indirectly related to the 
research topic. 
1.7.1.2 Case Study 
A case study is a commonly used methodology to gain in-depth knowledge of a 
phenomenon in a natural setting. A case study approach is particularly useful when 
the research aim is to not only understand a specific phenomenon or topic, but to 
understand it in a certain context (Collis and Hussey, 2009). 
In this particular research a case study will enable the researcher to collect data on 
the factors influencing the perceived CVP of Turnkey PBOs within the Eastern Cape. 
The empirical study will consist of surveys (questionnaires) completed by various 
customers and employees of MAC. Utilising a survey will enable the researcher to 
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make direct contact with the customers and employees of MAC in order to establish 
their perception of factors and characteristics that influence the organisation’s CVP. 
The process of collecting this primary data will be subjected to evaluation to ensure 
that an ethical methodology is followed. This will be discussed in Section 1.9. 
1.7.2 Data Collection 
Primary data were collected, by means of a hardcopy questionnaire as well as an on-
line questionnaire utilising the Survey Monkey. The questionnaire used in this 
research consisted of questions regarding demographic data and questions 
regarding perceived CVP and influencing factors. The latter was formatted according 
to the five-point Likert Scale that ranges from Strongly Disagree (1) to Strongly Agree 
(5). Information obtained from literature was used to develop the survey. In order to 
assist with the reliability and validity of the questionnaire, survey questions from past 
related research were also reviewed, modified and integrated into this questionnaire.  
1.7.3 Population and Response Rate 
While the majority of the research questions could be answered by surveying a 
sufficiently large sample of customers of MAC, RQ7 required a sample of employees 
of MAC. The population for this study therefore consisted of two sample groups 
namely Customers and Employees. 
1.7.3.1 Customers 
A list of 492 potential respondents was compiled from various sources internal to the 
organisation such as colleagues that have regular customer contact, the 
organisation’s intranet and the organisation’s marketing department. Two 
preconditions were set for respondents to qualify for participation in the study. Firstly, 
the respondents had to be familiar with the products and/or services of the 
organisation. Secondly, due to the fact that the organisation only acquired the 
turnkey automation business unit on which the study is based two years ago, 
respondents had to have been exposed to the products and/or services offered by 
the organisation within the last two years.  
The survey was distributed to a total of 492 potential respondents via email. 124 of 
these emails were returned to the researcher as undeliverable.  A total of 368 mails 
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were therefore delivered but not necessarily read by respondents. A total of 144 
responses were received but only 86 of these responses were both complete and 
met the two preconditions that were set for participation in the study. This equates to 
a response rate of 23%. The NMMU statistician, Dr Danie Venter, who was consulted 
for this study deemed the amount of responses to be acceptable for statistical 
analysis. 
1.7.3.2 Employees 
A list of 32 potential respondents was compiled from an organogram obtained from 
the Human Resources Department. Two preconditions were set for respondents to 
qualify for participation in the study. Firstly, respondents had to be directly involved 
with the operations of the Turnkey Projects Department. Secondly, respondents had 
to be in a position where they had regular customer contact. 
Hardcopies of the survey was distributed to a total of 32 potential respondents. A 
total of 30 responses were received that were both complete and met the two 
preconditions that were set for participation in the study. This equates to a response 
rate of 94%. The statistician who was consulted for this study deemed the amount of 
responses to be acceptable for statistical analysis. 
1.8 Data Analysis 
The responses from the MNA Survey were automatically tabulated by the online 
survey service which was used to conduct the survey. The data were exported from 
the online service’s website into an Excel spreadsheet. The data were cleaned to 
remove any corrupt or incorrect records from the datasets. As the data was of 
quantitative nature it were analysed by a statistician of the NMMU Statistical 
Department.  
Descriptive and Inferential Statistical methods was utilised to analyse the collected 
data. Descriptive statistics were used to summarise the data into a more compact 
form which could simplify the identification of patterns in the data. Inferential statistics 
were used to verify if conclusions made from the sample data can be inferred onto a 
larger population (Collis and Hussey, 2009). Cronbach alphas were calculated to 
establish the reliability of the instruments.  
13 
 
1.9 Ethics Clearance 
The completed pro-forma for Ethics Clearance was submitted to the NMMU Business 
School. Full ethics clearance was not requested for this study as none of the criteria 
prompting the requirement of full ethical clearance was met. The ethical clearance 
form can be seen in Appendix F: Ethical Clearance Form E. 
1.10 Report Structure 
An overview of the treatise chapters, ROs and RQs can be seen in Figure 1.2. The 
treatise is arranged as follows:  
1.10.1 Chapter 1: Introduction and Problem Statement 
Chapter 1 provides an introduction to the organisation and the research topic. The 
context and outline of the study presented along with the Research Problem, 
Research Questions and the Research Objectives. 
1.10.2 Chapter 2: Market Needs 
Chapter 2 will address research questions RQ1, stating “What is the significance of 
conducting a MNA for a Turnkey PBO in the Eastern Cape?”, and RQ2, stating 
“Which factors would be included in a proposed model for the CVP of Turnkey PBO 
in the Eastern Cape?” by performing a literature review on available information 
pertaining to these topics. 
1.10.3 Chapter 3: Research Design and Methodology 
Chapter 3 will outline the research methodology, which includes the research 
paradigm, sampling design and measuring instruments.  The objective of this chapter 
is to address research question RQ3 which states “How can a detailed description of 
the research methodology be provided in order to understand and reproduce this 
research study in future?” 
1.10.4 Chapter 4: Results and Analysis of the Empirical Study 
Chapter 4 will present and discuss the results of the empirical study. This chapter will 
address RQ4 which states “What relationships between independent and dependent 
variables can be verified through the empirical evaluation of the proposed model for 
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the CVP of a Turnkey PBO in the Eastern Cape?”, RQ5 which states “Which factors 
in the proposed CVP model for a Turnkey PBO in the Eastern Cape have a higher 
correlation to perceived value than other identified factors?”, RQ6 which states “What 
is the significance of the difference between the perceived importances assigned to 
CVP factors by High- and Low-level Management?” and RQ7 which states “What is 
the significance of the difference between the importance assigned to CVP factors by 
Customers and Employees of the Turnkey PBO?”. 
1.10.5 Chapter 5: Findings. Recommendations and Conclusion 
Chapter 5 will provide a summary of the research by discussing each research 
question and the resultant findings. The contributions of this study, opportunities for 
future research and limitations of the study will be discussed. Suitable managerial 
and practical recommendations will be made for corrective actions. 
 
CHAPTER 1: INTRODUCTION AND 
PROBLEM STATEMENT
CHAPTER 3: 
RESEARCH DESIGN AND 
METHODOLOGY 
CHAPTER 5: 
FINDINGS, RECOMMENDATIONS 
AND CONCLUSIONS
CHAPTER 4: 
RESULTS AND ANALYSIS OF THE 
EMPIRICAL STUDY
CHAPTER 2: 
MARKET NEEDS
RO1 RO2RQ1 RQ2
RO3RQ3
RO4 RO5RQ6 RQ7RQ4 RQ5 RO6 RO7
 
Figure 1.2 - RQ, RO and Chapter Outline. 
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1.11 Summary 
In this chapter the researcher provided background to the organisation to be studied 
and highlights the importance and need for the study. Key definitions, concepts and 
an overview of the construct of the research study were also presented. The 
proposed research approach, data collection and data analysis, all forming art of the 
research methodology, was discussed.  
Chapter 2 will address RQ1 which states “What is the significance of conducting a 
MNA for a Turnkey PBO in the Eastern Cape?” and RQ2 which states “Which factors 
would be included in a proposed model for the CVP of Turnkey PBO in the Eastern 
Cape?” by performing a review of relevant literature. The chapter will achieve the 
research objectives of performing a literature review in order to establish the 
importance of conducting a MNA for a Turnkey PBO in the Eastern Cape (RO1) and 
developing a proposed model for the CVP of Turnkey PBO in the Eastern Cape 
(RO2). 
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Chapter 2 
2 CHAPTER 2: MARKET NEEDS  
2.1 Introduction 
An outline of the research study was given in Chapter 1 where the research 
questions and research objectives which are to be investigated were introduced. In 
this chapter a literature study will be performed to provide the required industry 
background explaining the need for the research. Thereafter further literature study 
will be performed in order to substantiate the proposed research in academic theory 
and identify and discuss the selected variables of the hypothesised research model. 
This chapter will address RQ1 which states “What is the significance of conducting a 
MNA for a Turnkey PBO in the Eastern Cape?” and RQ2 which states “Which factors 
would be included in a proposed model for the CVP of Turnkey PBO in the Eastern 
Cape?” The objective of this chapter is to perform a literature review in order to 
establish the importance of conducting a Market Needs Analysis (MNA) for a Turnkey 
Project Based Organisation (PBO) in the Eastern Cape (RO1) and to develop a 
proposed model for the Customer Value Proposition (CVP) of Turnkey PBO in the 
Eastern Cape (RO2). An overview of the RQs and ROs of this chapter can be seen in 
Figure 2.1. 
The chapter starts with a discussion on PBOs, Industrial Marketing and the 
importance of a MNA in order to identify the significance of conducting an MNA for a 
Turnkey PBO in the Eastern Cape. The chapter then continues onto a discussion of 
the concept of an organisation’s CVP and concludes with the identification and 
discussion of factors to be included in a conceptual CVP model for a Turnkey PBO in 
the Eastern Cape. An overview of this chapter can be seen in Figure 2.2. 
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Figure 2.1 - Chapter 2 RQs and ROs. 
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2.2 Project Based Organisations (PBOs) 
This section will introduce the concepts of Projects, PBOs and Turnkey PBOs. The 
importance of understanding customer needs will be highlighted and workload 
inconsistency problems faced by PBOs will be discussed. The importance of project 
marketing to create demand for the offering of the PBO will be highlighted. 
2.2.1 Project Based Organisations 
Steyn, et al. (2012, p. 3) define a project as “any planned, temporary endeavour 
undertaken to create a unique, high-quality product, service or other complete and 
definite outcome (result or deliverable) within a limited time scale and with limited 
resources”. Cova and Salle (2007, p. 138) define a project as “a complex transaction 
concerning a package of products, services and works, designed specially to realise 
in a certain period of time a specific asset for a client”. From these definitions the 
following key points can be extracted: 
- Projects are temporary (Steyn, et al., 2012) and limited to a certain period of 
time (Cova and Salle, 2007). It is the temporary nature of projects that 
introduce inherent workload fluctuations; and  
- Projects are unique (Steyn, et al., 2012) and designed for a specific purpose 
(Cova and Salle, 2007). It is this uniqueness of individual projects that 
introduces uncertainty and risk. 
PBOs are organisations who are primarily orientated to execute once-off projects 
(Bayer and Gann, 2006b; Tarziján and Brahm, 2014; Thiry and Deguire, 2007) with 
an organisational structure specially formed for a temporary period (Bourouni, et al., 
2014; Hellström and Wikström, 2005; Thiry and Deguire, 2007; Turner, et al., 2008) 
tailored to deliver a product that meets the needs of specific customers (Bayer and 
Gann, 2006a). Examples include cultural industries, professional services, 
filmmaking, software development, and engineering design  (Bourouni, et al., 2014). 
The central features of project businesses have been identified as: 
- the temporary nature of their organisational structures that are created around 
the demands of each project  (Bourouni, et al., 2014; Hellström and Wikström, 
2005; Thiry and Deguire, 2007; Turner, et al., 2008); 
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- the uniqueness of individual projects (Bourouni, et al., 2014; Tikkanen, Kujala 
and Artto, 2007); 
- the complexity of the project (Ahola, et al., 2008; Hellström and Wikström, 
2005; Tikkanen, et al., 2007); 
- the discontinuity of demand between projects (Tikkanen, et al., 2007); 
- the discontinuity of business relationships between projects (Tikkanen, et al., 
2007); 
- the considerable extent of financial commitment of the parties (Tikkanen, et 
al., 2007); 
- inherent uncertainty (Bourouni, et al., 2014); and 
- limited potential for standardisation (Hellström and Wikström, 2005). 
The organisational structure of a PBO has been shown to have various advantages 
over other structures such as better process control, higher output, higher levels of 
innovation (Bourouni, et al., 2014) and easier application and integration of 
organisational skill and knowledge (Pemsel and Müller, 2012). The main strength of 
PBOs are that they allow for a much more flexible organisation that is able to quickly 
respond to unforeseen situations and rapidly changing customer needs (Thiry and 
Deguire, 2007). This flexibility allows a PBO to cope with the highly complex project 
deliveries as well as the complex organisational structures required for achieving 
them (Ahola, et al., 2013). 
2.2.2 Turnkey Project Based Organisations (PBOs) 
The core business of PBOs has traditionally been focused on delivery of product-
centric deliverables. Products are generally defined as something material, concrete, 
tangible and often characterised by ownership (Kujala, Ahola and Huikuri, 2013). Due 
to the increasingly technical specifications and complex solutions required by 
customers, PBOs have started to integrate service elements, previously produced 
internally by customers, into customer specific solutions (Ahola, et al., 2008; Kujala, 
et al., 2013). These solutions, as opposed to products, commonly include the design 
and delivery of a fully functional system with additional service components such as 
financing, consulting, supervising, training of customer operators, maintenance and 
optimisation of the system through its life cycle (Kujala, et al., 2013). 
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Turnkey PBOs are essentially solution providers whose core capability is their ability 
to provide complex solutions (Brady, Davies and Gann, 2005) by customising and 
integrating various products and services to meet a very specific and unique 
customer need (Kujala, et al., 2013). Their key distinguishing features are: 
- the use of original and innovative ways of integrating products and services to 
meet the unique needs of specific customers (Ahola, et al., 2008); and 
- the timescale that extends from pre-bid activities, such as concept design, to 
post-handover activities, such as on-going system maintenance (Ahola, et al., 
2008). 
From this point onwards goods and services are referred to as a product in this text. 
The diverse industries in which PBOs compete are becoming increasingly 
competitive (Tuli, et al., 2007). In order to stay competitive PBOs have to develop 
unique and innovative ways of increasing their CVP (Ahola, et al., 2008). Customer 
value closely relates to the business potential of a supplier in a given market. By 
adding services to their products, PBOs can differentiate themselves (Tuli, et al., 
2007) and have been shown to create additional value for the customer (Kujala, et 
al., 2013). 
The concept of customer value relates to the trade-off between benefits (examples 
include increased production capability and reduced running cost) and costs 
(examples include purchase price) resulting from acquisition of the solution.  In order 
to differentiate them from other Turnkey PBOs they need to understand how their 
offerings create value for their customers. This is a challenging task, since a typical 
offering includes a multifaceted combination of tangible and intangible components 
which need to be integrated by the PBO as a fully functional offering (Ahola, et al., 
2008). 
Various benefits of adding services to the offering of a PBO have been identified: 
- The service offering can lead to an entry point in a specific customer or 
market segment for additional services or projects in the future (Artto, et al., 
2008); 
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- The service offering can increased customer value (as discussed earlier), 
which in turn has a favourable impact on the PBOs profitability and 
sustainability (Artto, et al., 2008); 
- The service offering can lead to competitive advantage over competitors with 
a specific customer or within a certain market segment by making own 
offerings more attractive or more difficult to imitate. This in turn leads to 
sustainable competitive advantage (Artto, et al., 2008); 
- The service offering can lead to more lean and cost-effective delivery activities 
(Artto, et al., 2008); 
- The service itself can create a steady and predictable revenue stream (Artto, 
et al., 2008); 
- The service offering can lead to creation of new knowledge, solutions and 
capabilities within the organisation (Artto, et al., 2008); 
- Long-term service activities such as the maintenance of existing systems can 
lead to future project sales for the same customer as the organisation already 
has a presence with, and understanding of, the customer (Kujala, et al., 
2013); and 
- In-depth knowledge about the customer's equipment and processes may be 
acquired through the service offering. This can give the PBO a competitive 
advantage when presenting an offer to the customer when they are planning 
new projects. The PBO is able to provide a more customer-tailored and 
competitive offer (Kujala, et al., 2013). 
2.2.3 Managing the workload in a Project Based Organisation (PBO) 
Project business is characterised by demand of a discontinuous nature (Ahola, et al., 
2013; Bayer and Gann, 2006b; Cova and Salle, 2007; Medina and Medina, 2014; 
Tikkanen, et al., 2007; Turner, et al., 2008). Discontinuity of demand is particularly 
apparent in automation system businesses as it is the norm that after the handover of 
a specific project, the same customer will not purchase another similar delivery for 
several years (Ahola, et al., 2013). 
PBOs are faced with financial and organisational problems as a result of periods of 
shortage and overwork. Periods of low resource capacity utilisation are often followed 
by periods of overload. This workload fluctuation affects not only a single project but 
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all projects in the PBO’s portfolio as overruns have a knock-on effect on subsequent 
projects, causing inappropriate staff to be allocated to subsequent projects due to 
lack of resources. This again increases the chance of problems and overruns in 
subsequent projects (Bayer and Gann, 2006a). 
Project tasks are unique, complex and therefore difficult to automate. Highly skilled 
and expensive labour is therefore required (Medina and Medina, 2014; Schroeder, 
Goldsein and Rungtasanatham, 2013). For the organisation to be sustainable the 
workforce should not be idle at any given time.  
Due to the unique nature of each project, PBOs are characterised by difficult 
planning and scheduling problems (Schroeder, et al., 2013). The resultant workload 
fluctuations experienced by PBOs and the required constant workload in order to  
sustain a PBO (Bayer and Gann, 2006b) means that it is vital to maintain high labour 
capacity utilisation. It is the goal of project marketing to contend with this discontinuity 
of demand which places the PBO in a weak position (Cova and Salle, 2007) by 
creating continuous customer demand. 
2.2.4 Summary  
This sub-section introduced the concepts of Projects, PBOs and Turnkey PBOs. 
Benefits of adding services to a PBO’s portfolio such as PBOs differentiating 
themselves from competitors and adding additional value was identified in literature.  
The following deliverables were achieved: the importance of understanding customer 
needs was highlighted; workload inconsistency problems faced by PBOs were 
discussed and the importance of project marketing to create demand for the offering 
of the PBO was identified. These partly achieved the research objective of 
performing a literature review in order to establish the importance of conducting a 
MNA for a Turnkey PBO in the Eastern Cape (RO1). 
In the next section applicable concepts surrounding Industrial Marketing will be 
discussed. The importance and benefits of a business partner relationship in a 
Business-to-Business (B2B) purchasing environment as well as the differences 
between marketing of industrial and consumer products are explained. The 
importance of understanding customer needs will be discussed. 
23 
 
2.3 Industrial Marketing 
The previous section introduced the concepts of Projects, PBOs and Turnkey PBOs. 
The importance of understanding customer needs was highlighted and workload 
inconsistency problems faced by PBOs were discussed. The importance of project 
marketing to create demand for the offering of the PBO was identified. 
In this section the importance and benefits of a business partner relationship in a 
B2B purchasing environment is discussed. The differences between marketing of 
industrial and consumer products as well as the importance of understanding 
customer needs are explained. 
2.3.1 Organisational buying behaviour of turnkey projects 
As turnkey projects involve a high degree of complexity, it is difficult for the buyer to 
accurately compare competitive offers. A flexible tendering method where the 
customer utilises a more negotiation-based purchasing strategy, where the customer 
and supplier consider each other more as business partners, is more appropriate 
(Ahola, et al., 2008). 
Customers have increasingly moved toward a strategy of building long-term 
relationships with selected key suppliers instead of having an adversarial relationship 
management style with many suppliers. Organisations have in turn changed the way 
that they manage customer portfolios as well. With growing supply base 
consolidation, many suppliers are challenged to move into a key supplier position or 
alternatively being pushed into the role of a backup supplier where they can only 
capture a small share of a customer’s potential business. Research suggests that a 
good customer relationship has stronger potential than cost considerations for 
differentiation in key supplier relationships (Ulaga and Eggert, 2006). 
This business partner relationship between the customer and supplier is appropriate 
when the following criteria are met: 
- a high degree of customisation is required to achieve the project deliverable; 
- a high level of technical complexity is required to achieve the project 
deliverable; 
- adaptation is required from both the buyer and the seller; 
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- frequent design changes are required during project realisation;  
- a high level of engineering expertise is needed to realise the project 
deliverable; and  
- large capital investments are required (Ahola, et al., 2008).  
All of these criteria normally apply to turnkey project deliveries. This emphasises the 
importance of the inter-organisational relationship between the customer and the 
PBO (Ahola, et al., 2008). Benefits that result from the use of purchasing methods 
that rely on an inter-organisational relationship include the following: Firstly, the 
customer may avoid the high costs of competitive tendering; Secondly, the customer 
needs to deal with fewer suppliers, thereby reducing the costs associated with 
managing a large supplier base; Thirdly, long-term contracts, benefitting both the 
customer and the PBO are possible and lastly, sharing of risks and rewards between 
the customer and the PBO is possible (Ahola, et al., 2008). 
2.3.2 Marketing of Industrial Products 
In certain B2B environments, such as with PBOs, the organisation produces 
customer specific products where products are designed to the very specific and 
unique needs of each customer. In such a situation the organisations marketing 
activities will revolve around demonstrating its competency in being able to provide 
the required product and related services (Blythe, 2009). 
The marketing of industrial products in a B2B environment differs from marketing of 
consumer products in the following ways: 
- Brand identity and product appearance receive less focus in B2B 
environments (Blythe, 2009); 
- Industrial products are often sold as a turnkey solution that includes services 
such as installation, training, maintenance, etc. along with the tangible product 
(Blythe, 2009); 
- Business buyers are less emotional and more rational about purchasing 
decisions and are more concerned with specific, tangible and measurable 
benefits of the products (Blythe, 2009; Jaller and Ullström, 2008); 
- Business buyers tend to spend more time evaluating purchasing decisions 
(Jaller and Ullström, 2008); and 
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- A full understanding of the customers value creating-activities is required in 
order to design the product so that it can contribute to the customers value 
chain (Blythe, 2009). 
2.3.3 Business Orientations 
Depending on the market it serves and competitive strategy it follows, organisations 
have different strategic orientations. Different organisations apply different market 
orientations, depending on their individual goals and strategies. The four basic 
orientations followed are Production-, Product-, Sales- and Market Orientation. 
2.3.3.1 Production Orientation 
The core focus of the organisation is on improving the manufacturing process in 
order to achieve cost reduction and increase efficiency. Profitability is achieved 
through the high quantity sale of mass produced goods. The organisation believes 
that achieving economies of scale through mass production will lead to maximised 
profits. The danger that these organisations face is to neglect product design and 
quality in favour of production volumes. This is likely to reduce perceived customer 
value  (Blythe, 2009). 
2.3.3.2 Product Orientation 
The core focus of the organisation is on the design and production of high quality and 
feature packed superior products. The organisation believes that, when quality and 
performance are present, customers will see value in a superior product. The danger 
that these organisations face is to neglect the fact that customers will only see value 
in superior products if they satisfy their needs (Blythe, 2009; Spielmann and Gelinas-
Chebat, 2012). 
2.3.3.3 Sales Orientation 
The core focus of the organisation is on the aggressive selling of a product they 
believe the customer needs (without performing a MNA). Forceful and sometimes 
deceitful techniques are utilised to push the product onto customers. The 
organisation believes that quick and high turnover volumes will result in maximised 
profits (Blythe, 2009; Jaramillo, Ladik, Marshall and Mulki, 2007). 
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2.3.3.4 Market Orientation 
The core focus of the organisation is to fully understand the needs of their target 
market. Products are designed, produced, promoted and sold around the identified 
needs. The focus on customer needs does not stop once the product has been sold. 
After sales market research is performed to find out how the products can be 
improved. This is important as markets continually change and so do their needs. 
Market driven organisations take a responsive approach by changing their product as 
the market does. A key element required for an organisation to take a marketing 
orientation is that customers can be grouped into market segments (such as 
industrial B2B purchasing of automation solutions) based on their different needs. 
This allows the organisation to customise their offering to each group (Blythe, 2009; 
Ghauri, Tarnovskaya and Elg, 2008; Martín-Consuegra, Molina and Esteban, 2008). 
In this type of organisation, where market needs are the driving force, all employees 
must consider customer needs. Every stage should be seen as a possibility to add 
customer value. Three components which determine to which degree the company is 
market orientated have been identified (Blythe, 2009; Hemsley-Brown and Oplatka, 
2010; Jiménez-Zarco, Martínez-Ruiz and Izquierdo-Yusta, 2011; Lee and Tsai, 2005; 
Tsai, 2013): 
1. Customer orientation 
This component is an indication of the degree to which the organisation 
understands their customers’ needs. The better the understanding, the better the 
firm is able to create value for their customers. Having a high degree of customer 
orientation means that the firm can offer more value to customers and thus 
receive higher payments in return (Blythe, 2009; Jiménez-Zarco, et al., 2011; Lee 
and Tsai, 2005; Tsai, 2013; Tuominen, Rajala and Möller, 2004). 
2. Competitor orientation 
This component is an indication of the degree to which the organisation 
understands what other organisations are offering customers. Competitors might 
be offering radically different products and it is important to know whether the 
customer perceives the offering as equal or higher value (Blythe, 2009; Jiménez-
Zarco, et al., 2011; Lee and Tsai, 2005; Tsai, 2013; Tuominen, et al., 2004). 
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3. Inter-functional coordination 
This component is an indication of the degree to which the internal organisation 
structure and the attitudes of its members work together to deliver a marketing 
orientation. In order to achieve a marketing orientation, firms need to be close to 
the customers (Blythe, 2009; Jiménez-Zarco, et al., 2011; Lee and Tsai, 2005; 
Tsai, 2013). 
In an industrial B2B environment, organisations with a marketing orientation will be 
more successful than ones without. Research has shown that higher organisational 
performance can be achieved if the needs of the target market are understood and 
offerings are developed around satisfying those needs. The organisation that is able 
to meet most of the customer- or market needs will be awarded the business (Blythe, 
2009; Jaller and Ullström, 2008; Low, Chapman and Sloan, 2007). 
2.3.4 Summary  
In this section organisational buying behaviour of turnkey projects was discussed. 
The importance and suitability of a business partner relationship between the 
customer and PBO in a turnkey project environment was emphasised. The difference 
between marketing of industrial products in a B2B environment and the marketing of 
consumer products was explained.  The fact that business buyers are less emotional 
and more rational about purchasing decisions and are more concerned with specific, 
tangible and measurable benefits of the products was highlighted. A market 
orientation where products are designed, produced, promoted and sold around 
identified market needs is important. In an industrial B2B environment, organisations 
with a marketing orientation will be more successful than one without one. The 
organisation that fully understands and is able to meet most of the customer- or 
market needs will be awarded the business. These deliverables partly achieved the 
research objective of performing a literature review in order to establish the 
importance of conducting a MNA for a Turnkey PBO in the Eastern Cape (RO1). 
In the next section the different competitive strategies available to organisations will 
be discussed. The importance of a MNA will be reviewed in literature. 
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2.4 Market Needs Overview 
In the previous section organisational buying behaviour of turnkey projects was 
discussed. The importance and suitability of a business partner relationship between 
the customer and PBO in a turnkey project environment was emphasised. The 
difference between marketing of industrial products in a B2B environment and the 
marketing of consumer products was explained.  The fact that business buyers are 
less emotional and more rational about purchasing decisions and are more 
concerned with specific, tangible and measurable benefits of the products was 
highlighted. This explained why a market orientation where products are designed, 
produced, promoted and sold around identified market needs is so important. 
In this section competitive strategies are discussed and the best suited to PBO’s will 
be identified. The concept of Market Needs, as well as methods of defining these 
needs will be discussed.  
2.4.1 Competitive Strategy 
Although countless variations of competitive strategies have been defined, as result 
of each organisation trying to take advantage of their own unique circumstances and 
industry environment, they can all be stripped down to five generic strategies. The 
main difference between these strategies is whether an organisation’s target market 
is broad or narrow and whether the organisation is pursuing competitive advantage 
based on low-cost or differentiation (Arthur, et al., 2011; Porter, 1980). While Porter 
(1980) argues that an organisation must pursue one of these strategy types 
(otherwise it will be stuck-in-the-middle and will experience lower performance than 
organisations that pursue a generic strategy) other researchers have argued that it is 
possible for an organisation to follow a mixture of these generic strategies and still be 
successful (Furrer, Sudharshan, Thomas and Alexandre, 2008; Parnell, 2006; 
Powers and Hahn, 2004).  
A broad or narrow target market refers to the size of the market segment the offering 
is focussed on.  Organisations attempting to gain competitive advantage from a low-
cost strategy believe they have the ability to successfully under-price their 
competition. An organisation attempting to gain competitive advantage from 
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differentiation believes it can distinguish its product from that offered by their 
competition (Davis, et al., 2002). 
 
Figure 2.3 - The five generic competitive strategies adapted from Arthur, et al. (2011) 
and Porter (1980). 
When an organisation follows the first strategy, an overall low-cost strategy, it targets 
a broad market while attempting to be the lowest cost producer for a given level of 
quality. When following the second generic strategy, a broad differentiation strategy, 
the organisation targets a broad market with a product that is somehow 
differentiated. The source of differentiation could be anything from a brand 
association to added product features. The third generic strategy, a focussed low-
cost strategy, requires an organisation to provide a niche product to a focused 
market at lower cost and price than rivals. Organisations following the fourth generic 
strategy, best-cost strategy, aim to provide customers with the best possible value by 
delivering products with good product attributes at a lower cost that rivals (Arthur, et 
al., 2011; Banker, Mashruwala and Tripathy, 2014; Porter, 1980). 
The competitive strategy pursued by PBOs is the fifth generic strategy, a focussed 
differentiation strategy, where focus is placed on providing a well-defined niche 
market of customers with a product, consisting of goods and/or services, that meets 
their unique requirements better than the offerings of rivals. In order to meet a 
customer’s needs the PBO has to perform a MNA so that the unique set of needs 
can be understood (Arthur, et al., 2011; Banker, et al., 2014; Porter, 1980). 
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2.4.2 Market Needs Analysis (MNA) 
A need is defined as a perceived lack of something (Blythe, 2009). Customers across 
industries consider fulfilment of their unique needs as a key metric in evaluating the 
effectiveness of a solution (Tuli, et al., 2007). In order for an organisation to 
successfully provide solutions based on customer needs it is crucial for the 
organisation to understand the needs of their target market (Jaller and Ullström, 
2008). 
Market research is the investigation that intends to improve knowledge about the 
organisation’s target market and other competitors operating in the same market 
(Blythe, 2009). While it is hard for an organisation to get a complete understanding of 
the customer’s needs, they are able to analyse what characteristics are deemed 
more valuable than others for their customers (Jaller and Ullström, 2008). 
Once the organisation has identified the needs of their target market, in-depth 
discussions between different departments can be had in order to get different 
perspectives in order to fully understand the market. Once the market is understood 
to a great extent, strategies can be developed (Hill, 2000) to provide as many of 
these characteristics as possible (Jaller and Ullström, 2008). These strategies will 
cover a wide range of activities from market research through to the development of 
new offerings or modification of existing offerings (Blythe, 2009).  
Due to the continuously changing macro and micro environment, markets and their 
needs are continuously changing. New products or competition might enter the 
market and change the competitive environment. Characteristics that have previously 
been unimportant might turn into order-winners and vice versa. New characteristics 
that have not previously been evaluated can, over time, become important factors 
(Hill, 2000). The market needs need to be continuously evaluated in order to identify, 
consider and address these needs in order for an organisation to survive in the long 
term (Jaller and Ullström, 2008).  
2.4.3 Summary 
In this section competitive strategies available to organisations were discussed. A 
focussed differentiation strategy where focus is placed on providing a well-defined 
niche market of customers with a product, consisting of goods and/or services, which 
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meet their unique requirements, was identified as best suited to PBOs. This 
highlighted how important an understanding of customer needs is in order for an 
organisation offering to be successful in a target market. The fact that markets are 
constantly changing requires identification of market needs to be an on-going 
process. These partly achieved the research objective of performing a literature 
review in order to establish the importance of conducting a MNA for a Turnkey PBO 
in the Eastern Cape (RO1). 
In the next section it will be shown how the identification and meeting market needs 
lead to an increase in the CVP. 
2.5 Customer Value Proposition 
In the previous section a focussed differentiation strategy was identified as the best 
suited competitive strategy for PBOs. This highlighted the importance of 
understanding customer needs.  
In this section it will be shown how identifying and meeting market needs leads to an 
increase in the CVP. The concept of the organisation’s CVP will be explained. An 
organisation’s ability to provide and deliver superior customer value will be shown to 
be required for the long term growth and increased profitability of an organisation. 
The tendency for organisations to shift from a goods-dominant logic towards a 
solutions-dominant logic will be discussed. The difficulties organisations face when 
evaluating what kind of value customers perceive from these complex service 
intensive offerings will be highlighted. Lastly various characteristics that influence 
customer value will be identified from literature. 
2.5.1 Customer Value Proposition (CVP) Defined 
Customer value is essentially the perceived value that the customer gains when 
purchasing a product, whether the product is a good or service. The perceived value 
is the trade-off between the cost of the product and the benefits it provides (Ahola, et 
al., 2008, 2013; Corsaro and Snehota, 2010; Davis, et al., 2002; Keränen and 
Jalkala, 2013; Lindgreen and Wynstra, 2005; Menon, et al., 2005; Payne and Frow, 
2013; Sanchez-Fernandez and Iniesta-Bonillo, 2007; Terho, et al., 2012; Ulaga and 
Eggert, 2006; Yang and Peterson, 2004). If the customer perceives the benefits 
exceed the costs, then the customer perceives value in the product (Davis, et al., 
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2002). An increase in perceived benefits or reduction in perceived costs increases 
the perceived value the product provides. The benefits and costs can be monetary, 
such as increased profits or cost saving, or non-monetary, such as decreased risk or 
increased comfort and trust (Grönroos, 2011; Lindic and Silva, 2011). A customer 
perceives value if they are or feel better off than before the transaction (Grönroos, 
2011). 
An important element of customer value is that the value derived from a product 
differs from one customer to the next. What may be a valuable benefit for one 
customer, another customer may view as an additional cost (Trasorras, Weinstein 
and Abratt, 2009).  In many cases it is very difficult to identify and objectively 
measure the benefits and sacrifices related to an organisations product offering as 
perceived by the customer (Ahola, et al., 2008). Another important element of 
customer value is that is not static and can change over time (Corsaro and Snehota, 
2010; Helkkula, Kelleher and Pihlstrom, 2012).  
An organisation’s ability to create customer value is determined by its ability to meet 
the individual customer’s expected quality, delivery and cost standards (Trasorras, et 
al., 2009). It is therefore crucial that an organisation’s value proposition is defined 
from the customers point of view (Terho, et al., 2012; Tuli, et al., 2007). 
It is impossible for an organisation to develop an effective CVP without any external 
input. The organisation requires information from the customer based on dialogue, 
customer specific data and other customer input methods (Terho, et al., 2012). Many 
organisations have attempted to extract this customer data using methods that 
evaluate the quality and functionality of product offerings, such as customer 
satisfaction surveys (Payne and Holt, 2001) or importance ratings and value 
calculators (Anderson, et al., 2006). While these methods are relatively simple to 
implement, they have difficulties with evaluating what kind of value customers 
perceive from complex and service intensive offerings (Keränen and Jalkala, 2014) 
such as the offering of a Turnkey PBO. 
2.5.2 Importance of the Customer Value Proposition (CVP) 
Research has shown that an organisation’s success, long term growth and increased 
profit is fundamentally dependant on providing and delivering superior customer 
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value (Terho, et al., 2012; Trasorras, et al., 2009; Ulaga and Eggert, 2006). Various 
studies and texts have identified customer value as the cornerstone of marketing 
management (Anderson and Narus, 2004; Menon, et al., 2005; Terho, et al., 2012) 
and have also identified customer value assessment as the single most critical 
challenge faced by managers in the B2B environment (Keränen and Jalkala, 2014). 
Customer value assessment refers to the organisation attempting to evaluate, 
measure and communicate the value created for customers (Anderson and Narus, 
1998; Anderson, et al., 2006; Payne and Frow, 2005).  
In Section 2.3.3.4 on Market Orientation it was shown that industrial B2B 
environment organisations with a marketing orientation will be more successful than 
one without one. The primary means of being market orientated is to explore and 
analyse potential markets in order to get a full understanding of their processes and 
needs (Jaller and Ullström, 2008). The alignment between market needs and the 
internal processes required to meet them can be achieved by identifying Order 
Qualifier (OQ) and Order Winner (OW) characteristics. These are essentially a list of 
characteristics with different levels of importance for the market. An organisation’s 
success is dependant on providing more of these characteristics than competitors 
(Hill, 2000; Jaller and Ullström, 2008). 
The CVP of an organisation has been shown to influence the following three factors: 
customer loyalty, purchasing decisions and competitive advantage. The first, 
customer loyalty, is important as it breeds customer retention which translates into 
higher organisational profits. As a result of the learning curve that starts along with 
the customer relationship, research suggests that a customer becomes more 
profitable the longer the organisation manages to retain them (Trasorras, et al., 
2009). The opposite has also been shown to be true. Customer defections have been 
shown to have a very strong impact on the financial performance of an organisation. 
The organisation not only loses the future profit potential gained from the defecting 
customer, but also risks other potential customer defections as negative experiences 
may be shared with colleagues (Trasorras, et al., 2009). Perceived customer value is 
an important determinant for creating customer satisfaction which in turn increases 
customer loyalty (Menon, et al., 2005; Trasorras, et al., 2009). The need for customer 
loyalty and retention increases along with competition in the market (Trasorras, et al., 
2009). 
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The second, purchasing decisions, are important as they are made with reference to 
the value offered by alternative suppliers in B2B environments. Customer value has 
been shown to be a important factor in vendor selection decisions (Corsaro and 
Snehota, 2010; Menon, et al., 2005). 
The third factor, competitive advantage, is possibly most important. It can be gained 
by offering customers higher perceived value than competitors (Trasorras, et al., 
2009). In order to do this the organisations needs to determine what customers value 
and then over the long term deliver this value to them (Landroguez, Castro and 
Cepeda-Carrión, 2011). 
A danger of not understanding customer needs is that product characteristics, which 
are costly to the organisation but add no additional value to the customer, could be 
added to the portfolio. By understanding customer needs unnecessary product 
features and benefits can be removed or assigned a lower priority. The organisation 
can instead focus on features that add value for customers (Jaller and Ullström, 
2008). 
2.5.3 CVP as service 
Organisations are constantly looking for innovative ways to create and maintain 
competitive advantage (Kujala, et al., 2013). Organisations are shifting from a goods-
dominant logic towards a solutions-dominant logic in order to increase customer 
value, thereby increasing competitive advantage (Terho, et al., 2012). 
An organisation’s success is not only dependant on how well it manages to provide a 
particular product to a customer. The value the customer derives from the product is 
also dependent on supporting components, such as meeting delivery timing, 
presentation of effective operational training, effective long term maintenance, having 
an efficient invoicing system and effectively handling quality problems. These factors 
all have an impact on what value the customer manages to derive out of the core 
product. Value for a business customer does not emerge from one source only, but 
rather from supplier–customer interactions that support the use of the core product 
(Grönroos, 2011; Lindgreen and Wynstra, 2005; Payne, Storbacka and Frow, 2008). 
This combination of goods and services is a solution. In a solution goods and 
services are designed to address a customer’s specific and mostly unique 
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requirements (Grönroos, 2011). Each good or service in a solution works in 
conjunction with other goods and services to provide the integrated solution (Tuli, et 
al., 2007). 
Increased competitive advantage; increased customer value creation; creating and 
maintaining customer contacts and organisation learning through services have all 
been identified as advantages of including service in an organisations offering  
(Kujala, et al., 2013). 
2.5.4 Characteristics influencing perceived customer value 
There is an abundance of literature available on determinants of CVP (Ahola, et al., 
2008; Menon, et al., 2005; Tuli, et al., 2007; Ulaga and Eggert, 2006). The following 
two studies are particularly applicable as they relate to the B2B and turnkey project 
environment. 
Menon, Homburg and Beutin (2005) performed a study on customer value in B2B 
relationships by analysing the determinants of customer value. They defined 
customer value as a function of the benefits offered by the supplier and the sacrifices 
made by the customer for them. They argued that benefits should be categorised as 
core benefits, which are the basic characteristics that must exist, and add-on 
benefits, which are the characteristics that create added value above the minimum 
requirements. They went on to argue that, in a B2B environment, sacrifices should 
take a lifetime view of costs that includes acquisition- and operations costs in addition 
to the purchase price of the product. They also investigated the impact that product, 
relational and supplier characteristics has on the perceived benefits and sacrifices 
(Menon, et al., 2005). 
Ahola, et al. (2008) performed a similar study on determinants of customer value 
creation. Their study focussed on turnkey projects in a B2B environment. Similar to 
the study by Menon, Homburg and Beutin (2008), they also defined customer value 
as a ratio of benefits and sacrifices involved in the transaction. They argued that 
benefits and sacrifices should be categorised as short-term and long-term. One of 
their key findings was that the selected purchasing strategy has an effect on value 
creation for the customer. Competitive tendering-based strategies emphasize short-
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term value creation while strategies based on a close customer-supplier relationship 
emphasize long-term value creation (Ahola, et al., 2008). 
Characteristics that have an effect on CVP have been identified from literature. 
These characteristics are discussed in the remainder of this section. 
2.5.4.1 Product Characteristics: Product Quality (PQ) 
A product has been defined as a bundle of attributes providing benefits to a customer 
that satisfies specific needs (Kotler and Keller, 2005). Product Quality (PQ) is defined 
as the extent to which a product meets the specific requirements of the customer 
(Menon, et al., 2005; Ulaga and Eggert, 2006). It has been shown that meeting a 
customer’s technical specifications is a critical factor in the perceived value of the 
product (Corsaro and Snehota, 2010; Ulaga and Eggert, 2006). PQ is therefore an 
important factor in perceived value. Research has shown that an increase in PQ 
results in an increase in perceived benefits and value (Menon, et al., 2005). 
Another definition is that PQ is related to the customer’s judgment of the overall 
superiority of a brand relative to alternative brands (Netemeyer, et al., 2004).  Key 
aspects of PQ have been identified as performance, reliability and consistency over 
time (Ulaga and Eggert, 2006). 
The ability to provide superior PQ can improve organisational competitiveness 
(Toivonen, 2012) and act as a differentiator (Corsaro and Snehota, 2010). In B2B 
environments, the customer’s output quality is largely dependent on the quality of the 
product supplied to them. Organisations therefore use PQ as a key criteria in 
selecting potential suppliers as they are unwilling to compromise on the quality level 
of products supplied to them (Menon, et al., 2005). This is also why superior PQ 
assists in a organisation gaining and maintaining key supplier status (Ulaga and 
Eggert, 2006).  
Superior PQ allows an organisation to charge higher prices for their products. 
Superior PQ has been associated with customer willingness to pay a price premium 
(Netemeyer, et al., 2004). This is because the increased quantity and superior quality 
of resources required to assure high quality outputs increases the supplier’s overall 
operating costs. This increased cost is recovered through the premium price charged 
for the product. Customers anticipate a higher purchase price for products that have 
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superior quality. Research has shown that an increase in PQ results in an increase in 
product purchase price (Menon, et al., 2005) and purchase intentions (Washburn and 
Plank, 2002). 
Product Quality is identified as an independent variable in this research. This variable 
is a 1st Level Factor of the 2nd Level Factor namely Product Characteristics. 
2.5.4.2 Product Characteristics: Design Quality 
Product design is the process of developing a new product, or modifying an existing 
one, while taking specific functional, manufacturing and final end user requirements 
into account. It encompasses technical, strategic and marketing aspects (Chiva-
Gómez, Alegre-Vidal and Lapiedra-Alcamí, 2004). Product design quality has been 
defined as the degree to which products meet the needs of a targeted market 
segment and how well the compromise between customer needs and final product 
price matches the requirements of the target market (Karipidis, 2011). 
Simultaneous involvement and knowledge sharing and from various functional 
departments during the design process has been shown to increase design 
efficiency, reduce development time, reduce development cost and increase quality  
(Caputo and Pelagagge, 2008; Fu, Chui and Helander, 2006). The management of 
knowledge, both internal and external, is therefore essential in product design (Fu, et 
al., 2006).   
Knowledge in product design has been classified into four types. The first, Market 
Knowledge, includes aspects such as interacting with external information sources 
such as customers, suppliers and colleagues. The purpose of Market Knowledge is 
to understand the design objective. The second, Human Knowledge, includes 
aspects such as skill, experience and creativity that are all internalised in the 
designer. Human Knowledge is important as it is the innovation source. The third, 
Technology Knowledge, includes knowledge about available technologies such as 
inventions, trademarks and patents. Technology Knowledge is a core competence of 
any design team. The fourth, Procedural Knowledge, refers to the understanding of 
organisational systems, mechanisms and structures which enables the mobilisation 
of Market-, Human- and Technology Knowledge (Fu, et al., 2006). 
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One of the biggest knowledge management problems faced by designers is the lack 
of understanding of customer needs and the current market situation (Fu, et al., 
2006). In order to correct this many manufacturers have started to involve customers 
during various stages of product design and (Hill and Brown, 2007; Marques, Cunha, 
Valente and Leitão, 2013; Payne, et al., 2008). This is especially the case in 
suppliers of capital goods such as expensive and complicated machines (Windahl 
and Lakemond, 2010). Once OWs are understood, solutions can be designed 
accordingly (Quesada, Rachamadugu, Gonzalez and Martinez, 2008). A large driving 
force behind the attempt to better understand customer needs is because of the 
increased value perceived by customers if their needs are met. An increased level of 
customer involvement in the design process has been shown to result in an 
increased value perception (Lindgreen and Wynstra, 2005; Rajagopal, 2006).  
Research has identified various advantages of high quality design capability. An 
improvement in financial performance, market share, competitiveness and general 
organisational performance has all been identified. Other benefits include improved 
product performance (product quality, originality, reliability, safety, user friendliness, 
durability), increased corporate image (product presentation, display, promotion), 
reduced delivery time, improved after-sales service, reduction in manufacturing costs 
(Chiva-Gómez, et al., 2004) and increased order bidding success (Hill and Brown, 
2007). Intelligent design also allows the possibility of changing organisation focus 
from pure design and manufacture to a philosophy of full product lifecycle support 
including aspects such and maintenance (Sundin, Lindahl and Ijomah, 2009). 
Design Quality is identified as an independent variable in this research. This variable 
is a 1st Level Factor of the 2nd Level Factor namely Product Characteristics. 
2.5.4.3 Product Characteristics: Service Quality (SQ) 
A customer’s perception of the product is not related only to the physical product but 
also to intangible supplier characteristics such as the behaviour of personnel, the 
service provided and reliability (Toivonen, 2012).  Service Quality (SQ) is a measure 
of how well the technical and business service provided by the supplier matches 
what is expected by the customer. The ability, knowledge, competence and speed at 
which the organisations support personnel addresses issues related to the 
purchased product are all key elements of SQ (Menon, et al., 2005; Ulaga and 
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Eggert, 2006). In a Turnkey Industrial B2B environment this includes services 
throughout the entire project life cycle such as pre-purchase concept and 
specification engineering, operations staff training during installation and after sales 
support such as technical maintenance and optimisation (Menon, et al., 2005). 
Previous research has evidenced that superior SQ leads to increase perceived value. 
An increase in service quality is related to an increase in perceived benefits and 
therefore an increase in perceived value (Corsaro and Snehota, 2010; Menon, et al., 
2005; Ulaga and Eggert, 2006). Three highly valued facets of SQ have been 
identified by previous research: 
- Supplier responsiveness and willingness to address customer concerns; 
- Supplier capacity to manage exchanges of information. This includes 
customer requirement changes as well as detailed feedback from the supplier 
regarding progress in addressing customer concerns; and 
- Supplier willingness to take over customer activities (Ulaga and Eggert, 2006). 
As was shown in Section 2.5.4.1 with regard to superior PQ, superior SQ also allows 
organisations to charge higher prices. This is because investment in people, 
processes and systems is required to offer superior SQ. Higher supplier costs such 
as training and retention if high quality and skilled personnel and the infrastructure 
required to efficiently and effectively mobilise them are recovered through higher 
prices. Research has shown that customers are willing to pay higher prices for better 
service quality (Menon, et al., 2005). 
As discussed in Section 2.2.2., customers in a B2B environment are moving away 
from the purchase of individual goods to the purchase of turnkey products that 
include the tangible good and all the accompanying services. One of the reasons for 
this is that prompt responses and effective solutions provided by suppliers to resolve 
customer problems will reduce downtime costs. If there is no Service Level 
Agreement (SLA) between the customer and supplier, downtime costs will increase 
due to the delay in getting a corrective action from another source. This again 
emphasizes the importance of SQ and the positive effect is has on the perceived 
benefits, and therefore value, that the organisation provides in its offering (Menon, et 
al., 2005). 
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Service Quality is identified as an independent variable in this research. This variable 
is a 1st Level Factor of the 2nd Level Factor namely Product Characteristics. The three 
independent variables that have been identified as 1st Level Factors of Product 
Characteristics are depicted in Figure 2.4. 
Service Quality
Design Quality
Product Quality
Product Characteristics
 
Figure 2.4 - Sub-components of Product Characteristics 
2.5.4.4 Relational Characteristics: Trust 
An Inter-Organisational Relationship (IOR) is a link between two organisations that 
forms when their personnel repeatedly interact with one another. It can be described 
by various characteristics such as trust, joint working, interdependence and business 
critical information sharing (Cova and Salle, 2007). These interactions are most 
effective when they occur at all levels in the organisation (Ulaga and Eggert, 2006). 
As mentioned in Section 2.3.1, customers are starting to change the way they 
manage their supplier base from an adversarial relationship management style with 
many suppliers toward building long-term co-operative relationships with selected 
key suppliers. Managers in supplier organisations, such as PBOs, therefore need a 
better understanding of which business relationship dimensions are adding perceived 
customer value and show promise for differentiation (Ulaga and Eggert, 2006). 
The supplier’s strategic objectives behind IORs are to create, maintain and manage 
multiple relationships that enable or support future demand for projects (Tikkanen, et 
al., 2007). A network of IORs in a specific industry can provide supplier credibility 
when tendering on projects with a new customer in that industry where the supplier 
would otherwise be an unknown entity. The IORs that the organisation has within that 
industry will give it a competitive advantage over competitors without such a strong 
IOR network (Cova and Salle, 2007). 
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IORs have also been shown to increase value creation through various indirect 
effects. Interpersonal ties that develop improve problem solving and communication 
(Ulaga and Eggert, 2006). Especially in a project based environment, IORs facilitate 
the development of a shared understanding concerning project requirements and 
supports the coordination of work across organisational boundaries (Ahola, et al., 
2013; Corsaro and Snehota, 2010; Ulaga and Eggert, 2006). 
The lack of long-term IORs could lead to reduced efficiency, innovation and project 
success probability. Previous research has shown how the lack of IORs could 
function as source of risk and uncertainty in projects (Ahola, et al., 2013). 
Trust is an important factor in building a customer relationship (Grönroos, 2011; 
Kindström, Kowalkowski and Nordin, 2012; Martensen and Grønholdt, 2010; Menon, 
et al., 2005; Venetis and Ghauri, 2004). It has been defined as the perceived 
credibility and benevolence of the supplier as viewed by the customer and as the 
belief that a supplier will perform in a manner that has positive outcomes for the 
customer (Menon, et al., 2005; Venetis and Ghauri, 2004). It is based on reputation 
and past performance(Spring and Boaden, 1997; Windahl and Lakemond, 2010). 
Trust plays a central role in IORs and is a key characteristic of successful long-term 
business relationships (Hsu, Kannan, Leong and Tan, 2006; Menon, et al., 2005). 
Trust among parties enables each organisation in the relationship to focus on the 
long-term benefits of the relationship (Menon, et al., 2005; Terho, et al., 2012). Trust 
is an important relationship asset that could influence a customers’ need to continue 
the relationship (Venetis and Ghauri, 2004). Organisations will rely on a trustworthy 
supplier rather than go through the time-consuming and expensive process of 
searching for new suppliers (Menon, et al., 2005). A high level of trust may also 
reduce the customers’ motivation to employ competitive tendering purchasing 
strategies (Ahola, et al., 2013, 2008) and facilitate future negotiations to secure sales 
(Kindström, et al., 2012). 
A high level of trust customer and supplier allows for more open sharing of 
information and ideas that is beneficial to both parties. In B2B environments sharing 
of sensitive information such as costs, profits, long-term goals, and objectives could 
assist in the improvement of transaction quality to better suit the needs of the both 
organisations. It is however risky and therefore requires a high level of trust. Trust-
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based relationships are central to a organisations’ ability to compete effectively in 
today’s highly competitive marketplace (Bashouri and Duncan, 2014; Eriksson and 
Laan, 2007; Menon, et al., 2005; Pemsel and Müller, 2012). 
Various other advantages of a high level of trust in the IOR have been identified: 
- enhanced inter-organisational communication resulting in faster problem 
solving, reduced conflict and increased satisfaction (Menon, et al., 2005); 
- Reduced risk perception associated with opportunistic behaviour (Menon, et 
al., 2005); 
- Reduced transactions costs (Menon, et al., 2005); 
- Increased supplier confidence (Menon, et al., 2005); and 
- Increased value creation in turnkey project environments (Kowalkowski, 
2011). 
Various disadvantages, such as inefficiencies and poor performance (Hsu, et al., 
2006), have also been identified when there is a lack of trust. Research has found 
that an increase in trust levels result in an increased level of perceived core benefits 
and therefore an increase in perceived customer value (Menon, et al., 2005). 
Trust is identified as an independent variable in this research. This variable is a 1st 
Level Factor of the 2nd Level Factor namely Relational Characteristics. 
2.5.4.5 Relational Characteristics: Joint Working 
Joint Working refers to the parties in a cooperative relationship engaging in combined 
decision-making and problem solving (Homburg, Giering and Menon, 2003; Menon, 
et al., 2005). It is generally reflected by joint decision making based on a clear 
understanding of mutual objectives; joint problem solving effort and working together 
towards continuous improvement (Meng, 2012). Due to the emergence of a closer 
IOR model in B2B environments joint working arrangements have gained increasing 
prominence as a valuable business model (Menon, et al., 2005). 
Various advantages for both customer and supplier have been identified when 
implementing joint working. Firstly, there is a strong relationship between joint 
working and lower total costs; Secondly, research has found a relationship between 
joint working and an increase in sales; Thirdly, collaboration between customer and 
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supplier during the Research and Development phase reduce future corrective action 
costs as result of knowledge sharing and lastly, supplier willingness and ability to 
enter into a joint working arrangement acts as a differentiator from competitors 
(Menon, et al., 2005).  
The most significant advantage of entering into joint working arrangement for both 
customer and supplier is the higher level of communication between the two 
organisations. A better understanding of the needs, requirements, and expectations 
of both parties is achieved through this communication channel (Menon, et al., 2005). 
Joint working arrangements allow the customer to detail their needs and allows the  
supplier to conform to and deliver products in line with these needs (Jacob, Kleipaß 
and Pohl, 2014; Menon, et al., 2005). 
In project environments, joint working leads to more satisfying project outputs as the 
customer had an active role in controlling the project output. If the project deliverable 
does not entirely perform as originally required, customer satisfaction is not as 
negatively affected as the customer also had some level of decision making power 
and thus control and ownership of the end product (Jacob, et al., 2014). 
Through joint working and continuous improvement activities that do not add value 
can be identified and eliminated by the parties and focus on those that do (Thomas 
and Thomas, 2005). An increase in joint working has been shown to result in an 
increase in perceived add-on benefits and therefore an increase in perceived 
customer value (Menon, et al., 2005). 
Joint Working is identified as an independent variable in this research. This variable 
is a 1st Level Factor of the 2nd Level Factor namely Relational Characteristics. The 
two independent variables that have been identified as 1st Level Factors of Relational 
Characteristics are depicted in Figure 2.5. 
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Figure 2.5 - Sub-components of Relational Characteristics 
2.5.4.6 Supplier Characteristics: Brand Equity 
Brand image has been defined as any information in the customers’ memory that is 
linked to the brand in question. This includes all associations and beliefs that the 
customer has regarding the brand. It has also been defined as “the differential effect 
of brand knowledge on consumer response to the marketing of the brand” 
(Anselmsson, Bondesson and Johansson, 2014, p.4). The belief held by the 
customer that the organisation is honest, trustworthy and cares about its customers 
are all associations made with the organisations brand (Netemeyer, et al., 2004). 
The Brand Equity is the value added to the product as perceived by the customer by 
association to the brand (Anselmsson, et al., 2014; Netemeyer, et al., 2004). Brand 
Equity is positive when the customer holds favourable, strong and unique 
associations to the brand in memory. By associating the product with the brand, the 
organisation is providing reassurance to the customer regarding the perceived 
benefits provided by the product (Netemeyer, et al., 2004; Rajagopal, 2006). 
Brand Equity is identified as an independent variable in this research. This variable is 
a 1st Level Factor of the 2nd Level Factor namely Supplier Characteristics. 
2.5.4.7 Supplier Characteristics: Supplier Know-how and Technical Expertise 
When a project is extremely complex, customers are more likely to request expert 
services from consultants, contractors and engineering organisations (Artto, et al., 
2008). This is because strong engineering expertise is required to deliver a turnkey 
project (Ahola, et al., 2008). The organisational format of PBOs allow them to form 
and integrate teams with diverse and specialised intellectual resources and expertise 
(Bourouni, et al., 2014; Koskinen, 2012; Thiry and Deguire, 2007). This 
organisational type differs from other ways of organising highly skilled resources 
dealing with complex problems by their ability to create innovative outputs by 
integrating a variety of forms of expertise (Medina and Medina, 2014). Staff for a 
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specific project is often selected based on their understanding of a customers’ 
operations and their experience in the customers’ industry in order for the PBO to 
create as much as possible value for the customer (Keränen and Jalkala, 2014). 
PBOs gain credibility from perceived expertise (Terho, et al., 2012). 
Previous research has shown various situations in which access to a supplier’s 
technical expertise was viewed as highly valuable to the customer (Ulaga and 
Eggert, 2006): 
- Suppliers have knowledge of the current component and service suppliers. 
This enables PBOs to provide customers with new sourcing alternatives as 
well as create awareness of new available technologies; 
- Suppliers have a thorough understanding of the customer’s operations and 
experience in the customer industry as a whole. This cross pollination across 
the industry creates opportunities for PBOs to add value in the improvement of 
existing processes and products within the customers’ organisation; and 
- Suppliers often assist customers in the development of new products. From an 
early project stage key suppliers are involved in suggesting innovative 
solutions and cost savings (Ulaga and Eggert, 2006). 
A PBO’s expertise provides many opportunities to add value to the customer. Key 
sources of value creation are the PBO’s deep knowledge of the supply market, prior 
experience with customer operations and products, and an early involvement in new 
product development.  PBOs also benefit from their preferred supplier status 
because the interactions between key supplier status and expertise are mutually 
reinforcing. Having a specific expertise helps a PBO solidify its position. A stronger 
position in turn enables a PBO to accumulate further experience with the customers 
products and operations giving them an competitive advantage (Ulaga and Eggert, 
2006). The risk of customers losing its in house expertise and capabilities when 
outsourcing all turnkey project components to PBOs has been noted (Ahola, et al., 
2008). 
Supplier Know-how and Technical Expertise is identified as an independent variable 
in this research. This variable is a 1st Level Factor of the 2nd Level Factor namely 
Supplier Characteristics. 
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2.5.4.8 Supplier Characteristics: Flexibility of the supplier 
Supplier flexibility refers to the extent to which the supplier is prepared and capable 
to make changes to accommodate the customer’s changing needs (Homburg, et al., 
2003; Menon, et al., 2005). Many organisations may offer quality goods and services, 
but a flexible supplier is one that makes life easier for the customer (Menon, et al., 
2005). 
Customers often request adjustments due to unforeseen contingencies (Homburg, et 
al., 2003). Such accommodation typically takes the form of quick responses to 
sudden, and often unanticipated, customer needs (Menon, et al., 2005). 
Requirements may take form as the loose application of rules and policies (Menon, et 
al., 2005), emergency deliveries, sudden changes in purchase quantity or technical 
specification or support changes (Homburg, et al., 2003).  
Supplier flexibility can help expand and solidify the IOR. During moments of 
dissatisfaction, customers will tend to be more patient with suppliers who have been 
flexible in accommodating their needs. This behaviour is possibly due to the 
customers’ sense of obligation to a supplier who has been helpful when the customer 
needed it (Homburg, et al., 2003). Perceived add-on benefits and therefore perceived 
customer value, have been shown to increase along with perceived supplier flexibility 
(Menon, et al., 2005). 
Flexibility of the supplier is identified as an independent variable in this research. This 
variable is a 1st Level Factor of the 2nd Level Factor namely Supplier Characteristics. 
2.5.4.9 Supplier Characteristics: Commitment of the Supplier 
Supplier commitment is defined as a lasting want and effort on the part of the 
supplier to maintain a valued, long-term, relationship with the customer. This includes 
the supplier’s willingness to make short-term sacrifices, invest in a relationship, and 
be tolerant of mistakes made by the customer (Menon, et al., 2005). A previous study 
also identified post deployment customer support as a process in the IOR that is 
aimed at meeting customers’ business needs (Tuli, et al., 2007). 
Post deployment support has been identified as a critical part of the provided solution 
(Tuli, et al., 2007) and has been shown to be perceived as a long-term benefit to the 
customer (Ahola, et al., 2008). In the case of turnkey projects, post deployment 
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support is more than providing spare parts, operating information and routine 
maintenance. Post deployment support also includes deploying new product 
characteristics in response to changing customer requirements. Delivering a turnkey 
solution should be viewed as an on-going IOR rather than as a one-off project (Tuli, 
et al., 2007). An increase in supplier commitment has been shown to lead to an 
increase in perceived add-on benefits and therefore an increase in perceived 
customer value (Menon, et al., 2005). 
Commitment of the Supplier is identified as an independent variable in this research. 
This variable is a 1st Level Factor of the 2nd Level Factor namely Supplier 
Characteristics. The four independent variables that have been identified as 1st Level 
Factors of Supplier Characteristics are depicted in Figure 2.5. 
Brand Equity
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Supplier Know-how and 
Technical Expertise
Commitment of the Supplier
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Figure 2.6 - Sub-components of Supplier Characteristics 
2.5.4.10 Benefits: Core benefits 
The offering of a PBO may include many value adding elements such as technical, 
economic, service or social benefits. As competitors are most probably also offering 
similar benefits it has been found valuable to sort value elements into three types:  
- Points of parity are benefits with essentially the same performance or 
functionality as those offered by competitors; 
- Points of difference are benefits that make the supplier’s offering either 
superior or inferior to those offered by competitors; and 
- Points of contention are benefits about which the supplier and its customers 
disagree regarding how their performance or functionality compares with those 
offered by competitors. The supplier either regards a element as an benefit in 
48 
 
its favour, while the customer regards that element as equal to that offered by 
competitors or vice versa (Anderson, et al., 2006). 
In a study performed by Menon, Homburg and Beutin (2005) they argued that 
benefits should be categorised as “core benefits”, which are the basic characteristics 
that must exist and are similar to points of parity, and “add-on benefits”, which are the 
characteristics that create added value above the minimum requirements which are 
similar to positive points of difference. 
The core benefits of the offering are the basic characteristics that are required and 
are viewed as qualifiers for the organisation to be considered as a supplier. In a B2B 
environment these might include specific product quality elements and pre- or post-
sales service. These core requirements for a relationship have to be met completely 
by the supplier (Menon, et al., 2005). This conceptualisation of core benefits is similar 
to order qualifiers (Hill, 2000). An increase in perceived core benefits results in an 
increase of perceived customer value (Menon, et al., 2005). 
Core benefits are identified as an independent variable in this research. This variable 
is a 1st Level Factor of the 2nd Level Factor namely Benefits. 
2.5.4.11 Benefits: Add-on benefits 
The add-on benefits of the offering are the characteristics that assist the customer in 
selecting a supplier from among a qualified set of potential suppliers. Add-on benefits 
can be viewed as characteristics that differentiate the suppliers by identifying and 
delivering additional characteristics that create added value to the customer (Menon, 
et al., 2005). This conceptualisation of core benefits is similar to OWs (Hill, 2000). 
Add-on benefits have been shown to be the differentiator for customer value among 
competitor suppliers offering equal core benefits and have a stronger influence on 
perceived benefits than core benefits (Menon, et al., 2005). An increase in perceived 
add-on benefits results in an increase of perceived customer value (Menon, et al., 
2005). 
Add-on benefits are identified as an independent variable in this research. This 
variable is a 1st Level Factor of the 2nd Level Factor namely Benefits. The two 
independent variables that have been identified as 1st Level Factors of Benefits are 
depicted in Figure 2.7. 
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Figure 2.7 - Sub-components of Benefits 
2.5.4.12 Sacrifices: Purchase Price 
The purchase price is defined as the monetary price that the customer exchanges 
with the supplier in return for the product provided (Menon, et al., 2005). Achieving 
and maintaining key supplier status has been shown to have various benefits 
regarding product pricing: 
- Customers often grant key suppliers the opportunity to match competition 
pricing; and  
- Customers often assist key suppliers in driving down prices through joint cost 
reduction programs (Ulaga and Eggert, 2006). 
Previous research has shown that markets become less price sensitive in a high 
customer value framework (Rajagopal, 2006) or where there is a good customer-
supplier relationship (Terho, et al., 2012; Ulaga and Eggert, 2006). An increase in 
perceived sacrifices results in an decrease of perceived customer value (Menon, et 
al., 2005). 
Purchase Price is identified as an independent variable in this research. This variable 
is a 1st Level Factor of the 2nd Level Factor namely Sacrifices. The single 
independent variable that has been identified as 1st Level Factor of Sacrifices is 
depicted in Figure 2.8. Purchase Price and Sacrifices can effectively be combined 
into one variable as any change in one will result in an identical change in the other 
(perfect positive correlation). 
Purchase Price Sacrifices
 
Figure 2.8 - Sub-components of Sacrifices 
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2.5.4.13 Perceived Customer Value 
Customer Value has been extensively discussed in Section 2.5.1. Perceived 
Customer Value is identified as the dependent variable of this research. The five 2nd 
Level Factors that have been identified and have been proposed to have a 
relationship with the independent variable, Perceived Value, are depicted in Figure 
2.9. 
Perceived Value
Product Characteristics
Relational Characteristics
Supplier Characteristics
Benefits
Sacrifices
 
Figure 2.9 - Factors proposed to have an influence on Perceived Value 
2.5.4.14 Conceptual Customer Value Proposition (CVP) Model 
The conceptualised model for a PBO’s CVP has been formulated based on the 
literature reviewed in this section. This model is depicted in Figure 2.10. 
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Figure 2.10 - Conceptual CVP Model 
2.5.5 Summary  
In this section the concept of customer value was explained as the perceived value 
that the customer gains when purchasing a product. The importance of defining the 
value proposition from the customers’ point of view was highlighted. An organisations 
ability to provide and deliver superior customer value was shown, out of past 
literature, to be required for the long term growth and increased profitability of an 
organisation.  The tendency for organisations to shift from a goods-dominant logic 
towards a solutions-dominant logic in order to increase customer value and increase 
competitive advantage was identified. The difficulties with evaluating what kind of 
value customers perceive from these complex service intensive offerings were 
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highlighted. It was shown that competitive advantage, customer loyalty, 
organisational success, long term growth and increased profit is fundamentally 
dependant on providing and delivering superior customer value. These partly 
achieved the research objective of performing a literature review in order to establish 
the importance of conducting a MNA for a Turnkey PBO in the Eastern Cape (RO1). 
Lastly, out of literature, characteristics affecting the CVP were identified: Product 
Characteristics (Design, Product and Service Quality), Relational Characteristics 
(Trust and Joint Working), Supplier Characteristics (Brand Equity, Supplier Technical 
Expertise, Supplier Flexibility and Commitment), Benefits (Core and Add-on Benefits) 
and Sacrifices (Purchase Price). The section concluded with the development of the 
conceptual CVP model that can be seen in Figure 2.10. This achieved the research 
objective of developing a proposed model for the CVP of Turnkey PBO in the Eastern 
Cape (RO1). 
2.6 Summary 
This chapter addressed RQ1 which states “What is the significance of conducting a 
MNA for a Turnkey PBO in the Eastern Cape?” and RQ2 which states “Which factors 
would be included in a proposed model for the CVP of Turnkey PBO in the Eastern 
Cape?” The chapter achieved the research objectives of performing a literature 
review in order to establish the importance of conducting a MNA for a Turnkey PBO 
in the Eastern Cape (RO1) and developing a proposed model for the CVP of Turnkey 
PBO in the Eastern Cape (RO2). 
The concepts of Projects, PBOs and Turnkey PBOs were introduced in the first 
section of the chapter. Benefits of adding services to a PBO’s portfolio such as PBOs 
differentiating themselves from competitors and adding additional value was 
identified in literature.  The importance of understanding customer needs was 
highlighted; workload inconsistency problems faced by PBOs were discussed and 
the importance of project marketing to create demand for the offering of the PBO was 
identified. 
The following section discussed organisational buying behaviour of turnkey projects. 
The importance and suitability of a business partner relationship between the 
customer and PBO in a turnkey project environment was emphasised. The difference 
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between marketing of industrial products in a B2B environment and the marketing of 
consumer products was explained.  The fact that business buyers are less emotional 
and more rational about purchasing decisions and are more concerned with specific, 
tangible and measurable benefits of the products was highlighted. The key objective 
was establishing, in literature, that an organisation that fully understands and is able 
to meet most of the customer- or market needs will be awarded the business. 
The various competitive strategies available to organisations were then discussed. A 
focussed differentiation strategy where focus is placed on providing a well-defined 
niche market of customers with a product, consisting of goods and/or services, which 
meet their unique requirements, was identified as best suited to PBOs. This 
highlighted how important an understanding of customer needs is in order for an 
organisation offering to be successful in a target market. The fact that markets are 
constantly changing requires identification of market needs to be an on-going 
process. 
In the last section of the chapter the concept of customer value was explained as the 
perceived value that the customer gains when purchasing a product. The importance 
of defining the value proposition from the customers’ point of view was highlighted. 
An organisations ability to provide and deliver superior customer value was shown, 
out of past literature, to be required for the long term growth and increased 
profitability of an organisation.  The tendency for organisations to shift from a goods-
dominant logic towards a solutions-dominant logic in order to increase customer 
value and increase competitive advantage was identified. The difficulties with 
evaluating what kind of value customers perceive from these complex service 
intensive offerings were highlighted. It was shown that competitive advantage, 
customer loyalty, organisational success, long term growth and increased profit is 
fundamentally dependant on providing and delivering superior customer value.  
Lastly, out of literature, characteristics affecting the CVP were identified as: Product 
Characteristics (Design, Product and Service Quality), Relational Characteristics 
(Trust and Joint Working), Supplier Characteristics (Brand Equity, Supplier Technical 
Expertise, Supplier Flexibility and Commitment), Benefits (Core and Add-on Benefits) 
and Sacrifices (Purchase Price). 
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Chapter 3 will address RQ2 which states “How can a detailed description be provided 
in order to understand and reproduce this research study in future?” The chapter will 
achieve the research objective of explaining the research methodology used for this 
research study with sufficient detail to allow it to be reproduced in future (RO3). 
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Chapter 3 
3 CHAPTER 3: RESEARCH DESIGN AND METHODOLOGY  
3.1 Introduction 
In the previous chapter, concepts vital to this research such as PBOs, organisational 
buying behaviour and competitive strategies available to PBOs were introduced.  The 
chapter addressed RQ1 which states “What is the significance of conducting a MNA 
for a Turnkey PBO in the Eastern Cape?” and RQ2 which states “Which factors would 
be included in a proposed model for the CVP of Turnkey PBO in the Eastern Cape?” 
The chapter achieved the research objectives of performing a literature review in 
order to establish the importance of conducting a Market Needs Analysis (MNA) for a 
Turnkey Project Based Organisation (PBO) in the Eastern Cape (RO1) and 
developing a proposed model for the Customer Value Proposition (CVP) of Turnkey 
PBO in the Eastern Cape (RO2).  
This chapter will address RQ3 which states “How can a detailed description of the 
research methodology be provided in order to understand and reproduce this 
research study in future?” and address the objective of explaining the research 
methodology used for this research study with sufficient detail to allow it to be 
reproduced in future (RO3). An overview of the RQs and ROs of this chapter can be 
seen in Figure 3.1. 
An overview of this chapter can be seen in Figure 3.2. In Section 3.2 research and 
the various paradigms will be defined. The paradigm of this study will be identified. 
Literature review will be defined in Section 3.3. The purpose of literature review and 
the process followed for this study will be explained. The various hypotheses for this 
research will be formulated in Section 3.4. Section 3.5 though to Section 3.7 will 
include the survey design, the survey respondents and the data collection and 
analysis methods utilised. The limitations of the research methodology will be 
discussed in Section 3.8. The chapter concludes with a discussion on reliability and 
validity. 
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Figure 3.1 - Chapter 3 RQs and ROs. 
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3.2 Research 
3.2.1 Definition of Research 
Research is defined as the structured and systematic process of collecting, 
analysing, and interpreting information (data) in a acceptable scientific manner in 
order to create or increase the body of knowledge of the phenomenon in question 
(Kumar, 2012; Leedy and Omrod, 2010). 
Irrespective of the specific topic, complexity or duration, there are typically eight 
distinct characteristics of research: 
- Research starts off with a specific question or problem; 
- Research requires clear verbalisation of an objective; 
- Research needs to follow a defined process; 
- Research normally subdivides the main research questions or problem into 
smaller, more manageable sub-problems or questions; 
- Research is directed by the specific question or problem it intends to solve; 
- Research accepts that certain crucial assumptions are required; 
- Research requires the collection, analysis and interpretation of data; and 
- Research is cyclical by nature (Leedy and Omrod, 2010). 
3.2.2 Research Paradigms 
For most of history there was only one research paradigm. This was because, until 
the late 19th century, all research was focussed on natural sciences. This research 
paradigm is referred to as positivistic research and is rooted in realism. In this 
paradigm positive information is believed to be the source of knowledge. The goal of 
research is to explain cause and effect relationships between variables, social and 
natural, being studied. Positivistic research is associated with quantitative analysis 
(discussed later in this section) methods as variables are believed to be measurable 
(Collis and Hussey, 2009). 
The second research paradigm, interpretivism, is rooted in idealism and is focussed 
in social sciences. The underpinning belief of social scientists is that reality is highly 
subjective, as opposed to the objective belief on which positivism is built, as it is 
shaped by our own individual perceptions of reality. The researcher is believed to 
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affect the social phenomena it is studying and therefore cannot be objective. As a 
result positivists’ cannot employ statistical methods to analyse the phenomenon, but 
rather attempt to describe, translate or come to terms with the phenomena being 
studied (Collis and Hussey, 2009). 
The choice between qualitative and quantitative approaches to the research is 
dependent on the aim of the study (exploratory, conformational or quantification) and 
the planned use of the findings (policy formulation or process understanding) (Kumar, 
2012). 
3.2.2.1 Qualitative Research 
The only tools available to communicate meaning in social relationships are words 
and symbols. The meaning of each word or symbol is relative to the context in which 
it is used as well as the assumptions, beliefs and values of the author and reader. 
Without fully understanding all of these variables it is impossible to fully understand 
the message within the words or symbols (Maree, et al., 2012). Qualitative data can 
only be understood within context (Collis and Hussey, 2009). The result is that a 
numerical value cannot be assigned to this meaning as it is subjective. Statistical 
analysis methods can therefore not be used. Qualitative research methods are 
utilised to analyse these social relationships. 
Various factors common in all qualitative research have been identified:  
- Qualitative data is used to identify the characteristics of an observed 
phenomenon; 
- Qualitative research focuses on phenomena occurring in natural settings; 
- Qualitative research studies the full complexity of the phenomena; 
- Qualitative data is gathered and measured through nominal or ordinal scaled 
variables; and 
- Qualitative research does not attempt to quantify the variation of the situation, 
phenomenon or problem (Kumar, 2012; Leedy and Omrod, 2010). 
3.2.2.2 Quantitative Research 
While Qualitative Research studies the full complexity of a phenomenon, Quantitative 
Research focuses on a specific aspect of the phenomenon. Numeric data is 
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systematically and objectively gathered from a selected population in order to 
generalise the findings to the greater population. The purpose of the study is to 
support or refute a proposed hypothesis using statistical analysis of gathered 
numeric data (Fox and Bayat, 2010; Leedy and Omrod, 2010; Maree, et al., 2012).   
Various factors common in all qualitative research have been identified:  
- Quantitative research attempts to quantify the variation of the situation, 
phenomenon or problem; 
- Quantitative data is gathered and measured using predominantly quantitative 
variables; and 
- Quantitative analysis is geared to determine the degree of the variation 
(Kumar, 2012). 
A common misconception is that the use of statistics is a fundamental element of a 
quantitative research. This is not the case as statistical analysis is used only to 
confirm or refute conclusions the researcher has made based on his understanding 
of the analysed data (Kumar, 2012). 
Correlation analysis is one of these statistical methods commonly used by 
researchers to confirm or refute conclusions.  Correlation might be defined as the 
relation between two sets of data. This statistical method is used to determine the 
extent to which change in one variable relates to a change in another. A correlation 
exists if, when one variable increases, another variable either increases (positive 
correlation) or decreases (negative correlation) in a fairly predictable fashion (Collis 
and Hussey, 2009; Fox and Bayat, 2010; Leedy and Omrod, 2010). 
The strength of such correlations is expressed statistically as the correlation 
coefficient (Fox and Bayat, 2010). This correlation coefficient (r) can be any value 
from -1 (a perfect negative correlation) to +1 (a perfect positive correlation). The 
various strengths of correlation are described as follows: 
 +1.00   Perfect positive linear association; 
 +0.90 to +0.99 Very high positive correlation; 
 +0.70 to +0.89 High positive correlation; 
 +0.40 to +0.69 Medium positive correlation; 
 +0.01 to +0.39 Low positive correlation; 
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 0.00   No linear association; 
 -0.01 to -0.39 Low negative correlation; 
 -0.40 to -0.69  Medium negative correlation; 
 -0.70 to -0.89  High negative correlation; 
 -0.90 to -0.99  Very high negative correlation; and 
 -1.00   Perfect negative linear association (Collis and Hussey, 
2009). 
Variables that are studied are classified as dependent or independent based on their 
relationship with each other. The dependent variable’s value is affected by one or 
more independent variables. The independent variable can be seen as the cause 
and the dependent variable can be seen as the effect (Collis and Hussey, 2009; Fox 
and Bayat, 2010). 
3.2.3 Research paradigm for this study 
This research study falls within the positivistic paradigm. The objective of research is 
to explain the cause and effect relationships between the dependent variable, 
Perceived Value, and the independent variables, Product Quality, Design Quality, 
Service Quality, Trust, Joint Working, Brand Equity, Supplier Know-how and 
Technical Expertise, Supplier Flexibility, Commitment of the Supplier, Core Benefits, 
Add-on Benefits and Purchase Price using quantitative analysis including correlation 
analysis. 
3.3 Literature Review 
3.3.1 Literature Review defined 
Literature refers to an existing body of knowledge (Collis and Hussey, 2009). 
Literature includes all secondary sources such as text books, journal articles, 
conference papers, film, presentations and lectures, archival sources, legislation, 
websites and theses. These secondary sources have not been specifically produced 
for the topic being researched, but are still related (Collis and Hussey, 2009; Thody, 
2009). The literature review is a summary and the researchers conclusions of these 
sources (Thody, 2009). 
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3.3.2 Purpose of literature review 
The purpose of a literature review is to gain insight into the subject to be studied and 
the methodologies used by previous studies. New ideas, perspectives and 
approaches that have not occurred to the researcher before can be identified by 
literature review (Kumar, 2012; Leedy and Omrod, 2010). This insight is required 
before the researcher can critically review the available literature, identify gap and 
deficiencies in knowledge and design a research methodology for the study to be 
performed (Collis and Hussey, 2009). Reviews of existing literature and methodology 
are both vital demonstrations of the validity of your research (Thody, 2009). 
3.3.3 Literature review process for this study 
Keywords are words or phrases that summarises the research topic. These keywords 
are used in search strings to find potentially relevant sources (Leedy and Omrod, 
2010). The researcher started the literature review process by defining initial 
keywords with assistance from the research supervisor. These keywords were 
enhanced during the search and review process.  
The on-line search facility provided by the NMMU library was utilised to obtain the 
relevant literature. While textbook hardcopies where utilised, especially for this 
chapter, the majority of the research was performed by online searching of academic 
and other databases. This method has the following advantages: 
- Ease of access. Research can be performed from any hardware platform 
(Personal Computer, Laptop, Tablet) as long as an internet connection is 
available (Collis and Hussey, 2009); 
- Currency. Softcopies of sources such as journal articles and conference 
papers are available on databases before hardcopies are available in libraries 
(Collis and Hussey, 2009); 
- Availability. Articles and papers are not dependent on whether or not another 
researcher has checked the hardcopies out of the library. Softcopies are 
always available; 
- Catalogue searching speed. On-line catalogues allows the researcher to 
search across thousands of journals in seconds as opposed to hours required 
to searching hardcopies (Collis and Hussey, 2009); and 
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- In text searching. Softcopies allow in text searching for specific words or 
phrases. This greatly speeds up the research process (Collis and Hussey, 
2009). 
The researcher started by reviewing the most recent literature and then moved to 
earlier publications. The references and authors in relevant publications were used to 
lead the author to previous relevant studies. 
A full record or reviewed publications were kept using the Mendeley software 
package. Utilising this software package has the following key advantages: 
- Online synchronisation and storage. Articles and papers are synchronised 
to an online storage space. This allows the researcher to access this media 
from multiple synchronised platforms; 
- Citation manager. A plug-in for Microsoft Word allows direct citing of articles. 
Depending on the referencing method used, the cited sources are added in 
text as well as in an automatically updated reference list; 
- Electronic Notes. Text in the article softcopies can be highlighted and notes 
can be added for future reference; and 
- Searchable tags. Tags or keywords can be added to highlighted sections 
within articles. These tags can then be used by the researcher to easily find 
relevant sections (The Mendeley Support Team, 2011). 
The processed literature was then discussed with the research supervisor for input 
and approval. 
3.4  Hypothesised Customer Value Proposition (CVP) Model 
The researcher constructed a conceptual framework for his research based on 
reviewed literature. The conceptual framework was used to establish relationships 
between the Dependent variable, Perceived Value, and the 2nd Level Factors, 
Product Characteristics (Product Quality, Design Quality and Service Quality), 
Relational Characteristics (Trust and Joint Working), Supplier Characteristics (Brand 
Equity, Supplier Know-how and Technical Expertise, Supplier Flexibility and 
Commitment of the Supplier), Benefits (Core Benefits and Add-on Benefits) and 
Sacrifices (Purchase Price).  
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The hypotheses developed in this research study were formulated, to be accepted or 
rejected by means of statistical analysis through empirical evaluation and to verify the 
proposed relationships indicated in the hypothesised model depicted in Figure 3.3. 
The following hypotheses have been formulated in order to test the relationship 
between the Dependent Variable and the five 2nd Level Factors: 
H1 = “There is a relationship between Perceived Value and Product Characteristics”; 
H2 = “There is a relationship between Perceived Value and Relational 
Characteristics”; 
H3 = “There is a relationship between Perceived Value and Supplier Characteristics”; 
H4 = “There is a relationship between Perceived Value and Benefits”; and 
H5 = “There is a relationship between Perceived Value and Sacrifices”. 
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Figure 3.3 - Hypothesised CVP Model 
3.5 Survey design 
3.5.1 Survey Research Defined 
Survey research is the most widely used method of gathering information from 
people regarding topics such as their attitudes, values, habits, ideas, demographics, 
feelings, opinions, perceptions, plans and beliefs. Survey research involves collecting 
information from a sample group of people by asking them questions and tabulating 
their responses. The objective is to learn about a larger population by surveying a 
smaller sample of that population. This research approach can therefore be called a   
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descriptive survey (Leedy and Omrod, 2010; Maree, et al., 2012; Wilkinson, Scanlon, 
Birmingham, Hinds, Gray, Gough and Lovey, 2004).   
The survey process is relatively simple in design. A series of questions is presented 
to willing participants using questionnaires or conducting interviews. Their responses 
are summarised with statistical indexes such as percentages, frequency counts, or 
more sophisticated methods. Inferences about a particular population are then made 
from the responses of the sample (Leedy and Omrod, 2010; Maree, et al., 2012; 
Wilkinson, et al., 2004). Questionnaires are used as data collection method in this 
research. 
3.5.2 Questionnaire Description 
The introduction of the MNA Survey (Appendix A: ) prepared the respondent for 
answering the questionnaire by introducing the research topic, providing a 
confidentiality statement, benefits of participating for both the respondent and the 
industry and lastly instructions for answering the various questions. 
The questionnaire was divided into seven sections. Section A captured demographic 
information such as Gender, Age, Education Level and Geographical location. 
Section A also captured other variables designed to probe the respondents 
purchasing decision making power such as Industry Experience, Job Title and 
Management Level. Variables pertaining to the respondent’s organisation such as 
Organisation Size and Supply Chain Level were also captured in this section. This 
section contained a total of 14 questions. 
Section B through to Section G was designed to capture the respondent’s perception 
of Product Characteristics, Relational Characteristics, Supplier Characteristics, 
Benefits, Sacrifices, Customer Value Perception and the sub-components of each of 
these factors in relation to MAC by using. A five point Likert scale, will be discussed 
in more detail in the next section, was used. This section measured a total of 13 
variables. Each variable was measured using between 5 and 7 items. 
3.5.3 Questionnaire Scale, Validity and Reliability 
The summated rating scale, or more commonly known as the Likert scale, is a widely 
used scale in survey research as it provides an ordinal measure of a respondents 
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attitude. A likert scale is commonly used by asking respondents to what degree they 
agree or disagree with a given statement. The likert scale is very convenient when 
wanting to measure a construct (Kumar, 2012; Leedy and Omrod, 2010; Maree, et 
al., 2012). 
Section B through to Section G of the survey comprised of five point Likert scale 
questions where respondents were instructed to indicate the most suitable answer. 
Statements were made and the respondents had to indicate to what extent they 
agreed or disagreed with the statement. The scale weighting ranged from one to five 
as follows: 
- Strongly Disagree (1); 
- Disagree (2); 
- Neutral/Do not Agree or Disagree (3); 
- Agree (4); and 
- Strongly Agree (5). 
Information obtained from literature was used to develop the survey. Survey 
questions from related past research, specifically academic journal articles and 
conference papers due to their up to date nature, were also reviewed, modified and 
integrated into this questionnaire. These sources and their related survey items can 
be seen in Table 3.1 below. This was done in order to assist with the reliability and 
validity of the questionnaire. 
Once the questionnaire had been compiled it was presented to and discussed with 
two senior academics at the NMMU, namely Prof Margaret Cullen and Prof André 
Calitz, the research supervisors of this study. The questionnaire was refined and 
updated following these discussions. 
Independent Variable Literature Source 
Product Characteristic: Product Quality 
(Menon, et al., 2005; Storey and 
Easingwood, 1996; Ulaga and Eggert, 
2006; Waller and Ahire, 1996; Washburn 
and Plank, 2002) 
Product Characteristic: Design Quality (Menon, et al., 2005; Waller and Ahire, 
1996) 
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Product Characteristic: Service Quality (Menon, et al., 2005; Ulaga and Eggert, 
2006; Yang and Peterson, 2004) 
Relational Characteristics: Trust (Homburg, et al., 2003; Martensen and 
Grønholdt, 2010; Menon, et al., 2005) 
Relational Characteristics: Joint Working (Homburg, et al., 2003; Ulaga and 
Eggert, 2006) 
Supplier Characteristic: Brand Equity (Anselmsson, et al., 2014; Netemeyer, et 
al., 2004; Storey and Easingwood, 1996; 
Trasorras, et al., 2009) 
Supplier Characteristic: Supplier Know-
how and Technical Expertise 
(Ulaga and Eggert, 2006) 
Supplier Characteristic: Flexibility of the 
supplier 
(Homburg, et al., 2003; Menon, et al., 
2005) 
Supplier Characteristic: Commitment of 
the supplier 
(Menon, et al., 2005) 
Benefits: Core benefits (Menon, et al., 2005) 
Benefits: Add-on benefits (Menon, et al., 2005) 
Sacrifices: Purchase Price (Menon, et al., 2005) 
Perceived Customer Value (Menon, et al., 2005; Yang and Peterson, 
2004) 
Table 3.1 - Survey item literature sources 
3.6 Survey Respondents and Data Collection 
3.6.1 Population  
While the majority of the research questions could be answered by surveying a 
sufficiently large sample of customers of MAC, RQ7 required a sample of employees 
of MAC. The population for this study therefore consisted of two sample groups 
namely Customers and Employees. 
3.6.1.1 Customers 
A potential respondent list of was compiled from various sources internal to the 
organisation. Firstly, colleagues that have regular customer contact were requested 
to send customer details such as name, organisation and email address to the 
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researcher.  Secondly, the organisation’s intranet was queried to return all known 
customers along with their contact details. Lastly, an extensive list of existing and 
potential customers was obtained from the organisation’s marketing department. 
This list of 492 potential respondents was captured into a spreadsheet that contained 
each customer contact’s name, organisation where they are employed and email 
address. 
Two preconditions were set for respondents to qualify for participation in the study. 
Firstly, the respondents had to be familiar with the products and/or services of the 
organisation. Secondly, due to the fact that the organisation only acquired the 
turnkey automation business unit on which the study is based two years ago, 
respondents had to have been exposed to the products and/or services offered by 
the organisation within the last two years.  
3.6.1.2 Employees 
A list of 32 potential respondents was compiled from an organogram obtained from 
the Human Resources Department. This list was captured into a spreadsheet that 
contained each customer contact’s name, email address and position in the 
organisation.  
Two preconditions were set for respondents to qualify for participation in the study. 
Firstly, respondents had to be directly involved with the operations of the Turnkey 
Projects Department. Secondly, respondents had to be in a position where they had 
regular customer contact. 
3.6.2 Questionnaire distribution 
An online survey service, Survey Monkey, was used to distribute the questionnaire 
and collect responses from the Customer group. An email (Appendix B: Survey 
Distribution Email) containing a Universal Resource Link (URL) to the questionnaire 
was sent to the listed email addresses of all potential respondents. In an attempt to 
increase response rates, respondents were also presented with the option to print out 
the survey and complete a hardcopy which could then be anonymously returned to 
the researcher. A total of 492 emails were sent to potential respondents. The 
69 
 
potential respondents were reminded once to respond after which a total of 144 
responses were received. 
In order to collect data required for RQ7, hardcopies of the questionnaire were 
distributed to 32 employees of MAC. These employees made up the Employee 
group. Potential respondents were asked to complete the questionnaire and place it 
in a box in the organisation’s reception area in order to protect the identity of 
respondents. The potential respondents were reminded to respond three times after 
which a total of 30 responses were received. 
3.6.3 Strengths and weaknesses of the data collection method used 
The electronic data collection method used for this study had the following strengths: 
it is an inexpensive method as questionnaires are distributed using email; it saves 
time as responses can be returned almost instantaneously; respondents can stay 
anonymous, which could result in more truthful answers; sensitive questions are 
more easily answered and coding and statistical analysis is easy. 
The electronic data collection method used for this study had the following 
weaknesses: the response rate in generally very low; there is limited control over the 
way that respondents answer questions; respondents are unable to provide any 
additional information other than that specifically asked; respondents are able to 
answer questions even if misunderstood, unclear or if he/she has no opinion or 
knowledge of the subject and answers are very simple with little detail. 
3.6.4 Number of responses and response rate 
3.6.4.1 Customers 
The survey was distributed to a total of 492 potential respondents via email. 124 of 
these emails were returned to the researcher as undeliverable. A likely explanation 
for this is respondents that changed employer thereby making their email addresses 
incorrect.  A total of 368 mails were therefore delivered but not necessarily read by 
respondents. A total of 144 responses were received. Only 86 of these responses 
were both complete and met the two preconditions that were set for participation in 
the study. This equates to a response rate of 23%. The statistician who was 
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consulted for this study deemed the amount of responses to be acceptable for 
statistical analysis. 
3.6.4.2 Employees 
Hardcopies of the survey was distributed to a total of 32 potential respondents. A 
total of 30 responses were received that were both complete and met the two 
preconditions that were set for participation in the study. This equates to a response 
rate of 94%. The statistician who was consulted for this study deemed the amount of 
responses to be acceptable for statistical analysis. 
3.7 Data Analysis 
The responses from the MNA Survey were automatically tabulated by the online 
survey service which was used to conduct the survey. The data was exported from 
the online service’s website into an Excel document. The data was cleaned to 
remove any corrupt or incorrect records from the datasets. As the data was of 
quantitative nature it was analysed by a statistician of the NMMU Statistical 
Department. Descriptive and Inferential statistical indexes were used to establish the 
nature of the response. Cronbach alphas were calculated to establish the reliability of 
the instruments. 
3.8 Limitations of Research Methodology 
Limitations are factors that could affect the validity of the researchers conclusions 
and recommendations (Kumar, 2012). The following limitations of this study have 
been identified: 
- Due to the lack of open ended questions, Likert Scale questionnaires has the 
inherent inability to extract further detail in new areas of interest which may be 
revealed by the responses of respondents; 
- The scope of the study was limited to recent customers (interaction within the 
last two years) of MAC. This reduced the level of feedback and size of the 
population and sample of the study; 
- The level of control the researcher has over the response rate is limited as 
result of questionnaires being emailed to respondents. The researcher may be 
required to repeatedly remind respondents to complete the questionnaire; and 
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- The questionnaire elicits self report data. Respondents might provide answers 
that they think the researcher wants to receive. Respondents might also be 
confronted with questions that have not been posed to them before. Feelings 
and opinions are then constructed without thoroughly thinking about it. 
3.9 Reliability and Validity 
There are two aspects to the credibility of research findings: reliability and validity 
(Collis and Hussey, 2009). The probability of being able to learn something from the 
study, the probability of obtaining statistical significance and the extent to which 
meaningful conclusions can be drawn from data analysis are all influenced by the 
reliability and validity of the measurement tool (Leedy and Omrod, 2010). These two 
aspects will be discussed in this section. 
3.9.1 Reliability 
The first aspect, Reliability, is an indicator of whether repeat studies will produce the 
same result (Collis and Hussey, 2009; Kumar, 2012; Maree, et al., 2012). If an 
unchanged entity is repeatedly measured and the measurement tool returns the 
same result each time, the measurement is said to be reliable (Leedy and Omrod, 
2010). This is very important in positivistic studies. 
It is often possible to design a research study where reliability is high but validity is 
low (Collis and Hussey, 2009). This is because measuring something consistently 
does not necessarily mean measuring it accurately (Leedy and Omrod, 2010). This 
will be discussed in the next section. 
Measurement of psychological characteristics (insubstantial phenomena) is more 
difficult to measure than measuring physical (substantial) phenomena. This is 
because psychological characteristics are easily influenced by a variety of biasing 
factors such as people’s interpretations, prejudices and preconceived paradigms 
(Leedy and Omrod, 2010). 
There are a number tests than can be performed to determine the reliability of a 
study: 
- Test-retest reliability. This test involves performing the study on the same 
group of subjects more than once. The results of the two tests are then 
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compared using correlation coefficients. A measuring instrument with low 
reliability will have a coefficient close to zero while an instrument with a 
coefficient close to one has high reliability. A known problem with this test is 
that respondents might remember their initial responses and repeat them 
during the repeat study. This memory effect results in artificially high reliability 
(Collis and Hussey, 2009; Maree, et al., 2012); 
- Equivalent form reliability. This test involves administering two different but 
equivalent measuring instruments to the same group of subjects. As the 
second test is performed with a different instrument the correlation coefficient 
will not be affected by memory effects (Maree, et al., 2012); 
- Split-half reliability. This test involves splitting the measurement items into 
two separate instruments. The correlation coefficients of the two instruments is 
then calculated to indicate reliability (Collis and Hussey, 2009; Maree, et al., 
2012); and 
- Internal reliability. This test involves calculating the internal consistency of 
measuring instrument responses. Responses to all items used to measure a 
single construct should be very similar. Cronbach’s alpha coefficient is used to 
measure this internal consistency. A high coefficient value indicates a high 
internal consistency while a low value indicates the opposite. Researchers 
have defined the following guidelines: 
 Cronbach Alpha ≥ 0.90 - high reliability 
 Cronbach Alpha ≥ 0.80 - moderate reliability 
 Cronbach Alpha ≥ 0.70 - low reliability 
 Cronbach Alpha < 0.70 - unacceptable reliability 
An Cronbach Alpha value of between 0.50 and 0.69 has been indicated as 
acceptable for new and experimental research (Collis and Hussey, 2009; 
Nunnally, 1978; Maree, et al., 2012). 
3.9.2 Validity 
The second aspect, Validity, is an indicator of how accurately the results reflect the 
phenomenon being researched (Collis and Hussey, 2009). It is the extent to which 
the measuring instrument is in fact measuring what it is intended to (Leedy and 
Omrod, 2010). 
73 
 
There are several strategies with which the validity of quantitative research can be 
assessed: 
- Face validity. This method simply involved ensuring that there is a logical link 
between the test measures used by the researcher and the objectives of the 
study. While this method is very easy to implement it has the drawback that it 
based on subjective logic (Collis and Hussey, 2009; Kumar, 2012; Maree, et 
al., 2012); 
- Construct validity. This method is important in business research where the 
measured phenomena are not directly observable, such as motivation, 
satisfaction, ambition and anxiety. Only the effects of these hypothetical 
constructs are observable (Collis and Hussey, 2009; Kumar, 2012; Maree, et 
al., 2012); 
- Content validity. Content validity is achieved when the instrument measures 
the complete content of the construct that it attempts to study. This is normally 
achieved by presenting the instrument to a panel of subject experts and 
implementing comments if there are any (Maree, et al., 2012); and 
- Concurrent of predictive validity. Concurrent validity is achieved when two 
instances of the same measuring instrument yields similar results when 
concurrently performed. Predictive validity is achieved when an instrument can 
accurately predict an outcome (Kumar, 2012; Maree, et al., 2012). 
It is not only the validity of the measurement tool that must be considered, but also 
the validity (accuracy, credibility and meaningfulness) of the research project as a 
whole. The research effort has to enable the researcher to draw meaningful and 
defensible conclusions (Leedy and Omrod, 2010). 
Validity can be negatively affected by inaccuracies introduced during any of the 
research steps: study design, sampling strategy, measurement procedures, statistical 
analysis or during the drawing of conclusions (Kumar, 2012). 
There are two subcomponents to research validity: internal- and external validity. 
- Internal Validity. The internal validity of the study refers to the accuracy of 
observed relationships (cause-and-effect as well as others) between studied 
variables. In order to confidently say that a study has internal validity it must 
be ensured that there are no external, unmeasured, factors that affect the 
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observed relationships. Various strategies such as controlled laboratory 
studies, double blind experiments, unobtrusive measures and triangulation 
can be utilised to increase the probability that observed relationships are 
influenced by measured variables only (Leedy and Omrod, 2010; Maree, et 
al., 2012); and 
- External Validity. The external validity of a study refers to the ability of 
conclusions to still be valid when applied to situations outside of the study. It is 
an indication of how well results can be generalised to other contexts and 
populations (Leedy and Omrod, 2010; Maree, et al., 2012). 
Validity is an important consideration as research conclusions generally only 
contribute to humanity’s world knowledge if they are truly reflective of the measured 
variables and can be applied to situations outside of the research environment 
(Leedy and Omrod, 2010). 
3.10 Summary  
In this chapter the research methodology being followed for this study was described 
in depth. The positivistic and quantitative paradigm of this research was discussed. 
The hypotheses were formulated and the design of the measuring instrument 
explained. The research approach and how the empirical study was conducted were 
described.  
Chapter 4 will address RQ4 which states “What relationships between independent 
and dependent variables can be verified through the empirical evaluation of the 
proposed model for the CVP of a Turnkey PBO in the Eastern Cape?”,RQ5 which 
states “Which factors in the proposed CVP model for a Turnkey PBO in the Eastern 
Cape have a higher correlation to perceived value than other identified factors?” , 
RQ6 which states “What is the significance of the difference between the perceived 
importances assigned to CVP factors by High- and Low-level Management?”  and 
RQ7 which states “What is the significance of the difference between the importance 
assigned to CVP factors by Customers and Employees of the Turnkey PBO?” by 
analysing the collected data. The chapter will achieve the research objectives of 
conducting an empirical evaluation of the proposed CVP model in order to accept or 
reject the formulated hypotheses (RO4), establish the correlation between the various 
factors in the proposed CVP model and perceived value (RO5), establish the 
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significance of the difference between the perceived importances assigned to CVP 
factors by High- and Low-level Management (RO6) and establish the significance of 
the difference between the importance assigned to CVP factors by Customers and 
Employees of the Turnkey PBO (RO7).  
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Chapter 4 
4 CHAPTER 4: RESULTS AND ANALYSIS OF THE EMPIRICAL STUDY 
4.1 Introduction 
In the previous chapter the research methodology to be followed in this study, 
including the collection of primary data was discussed. The chapter answered RQ3 
which states “How can a detailed description of the research methodology be 
provided in order to understand and reproduce this research study in future?” and 
achieved RO3 which states “Explain the research methodology used for this research 
study with sufficient detail to allow it to be reproduced in future”.  
This chapter is comprised of the analysis and interpretation of the primary data 
starting with descriptive statistics and then moving onto inferential statistics in order 
to answer RQ4, RQ5, RQ6 and RQ7.  This chapter will address RQ4 which states 
“What relationships between independent and dependent variables can be verified 
through the empirical evaluation of the proposed model for the CVP of a Turnkey 
PBO in the Eastern Cape?”, RQ5 which states “Which factors in the proposed CVP 
model for a Turnkey PBO in the Eastern Cape have a higher correlation to perceived 
value than other identified factors?”, RQ6 which states “What is the significance of the 
difference between the perceived importances assigned to CVP factors by High- and 
Low-level Management?” and RQ7 which states “What is the significance of the 
difference between the importance assigned to CVP factors by Customers and 
Employees of the Turnkey PBO?”. The objective of this chapter is to conduct an 
empirical evaluation of the proposed Customer Value Proposition (CVP) model in 
order to accept or reject the formulated hypotheses (RO4), establish the correlation 
between the various factors in the proposed CVP model and perceived value (RO5) 
and establish the significance of the difference between the importance assigned to 
CVP factors by Customers and Employees of the Turnkey Project Based 
Organisation (PBO) (RO7). An overview of this chapter’s RQs and ROs can be seen 
in Figure 4.1 while Figure 4.2 depicts the chapter structure.  
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Figure 4.1 - Chapter 4 RQs and ROs. 
 
Figure 4.2 - Overview of Chapter 4 
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78 
 
4.2 Data Analysis and Interpretation Methods 
Two data analysis methods will be used to analyse the raw primary data that were 
collected during the survey described in the previous chapter. These methods, uni-
variate and multi-variate analysis, will be discussed below. 
4.2.1 Univariate analysis 
In this section descriptive statistics will be used to analyse individual variables 
without investigating their relationships to other variables. Various statistical 
measures are available for this type of data analysis. The choices of valid measures 
are dependent on the data type. Categorical data such as Gender, Age, 
Geographical Location and Employment Level that is found in Section A of the 
survey can only be analysed using categorical frequency tables (count and 
percentage); bar and pie charts and the modal category (Collis and Hussey, 2009; 
Wegner, 2012). Statistical methods used in this study include categorical frequency 
tables and pie charts. 
4.2.1.1 Frequency distribution 
The term frequency refers to the rate at which something, like a particular data or 
response value, occurs in a particular period of time or in a given sample. A 
frequency distribution is a summary of all the frequencies for all data values recorded 
for a particular variable (Collis and Hussey, 2009). In this study the frequency 
distribution will be depicted using pie charts in order to simplify analysis and 
interpretation. 
4.2.2 Multivariate analysis 
In this section inferential statistics will be used to analyse and interpret the 
relationships between two or more variables. The choices of valid measures are 
dependent on the data type as discussed in the previous section. Numerical Data as 
is found in Section B to Section G of the survey allows more complex statistical 
analysis such as numeric frequency distribution, cumulative frequency distribution, 
histograms and frequency polygons, central tendency measures (mean, median and 
mode) and measures of association (Wegner, 2012). Statistical methods used in this 
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study include numeric frequency distribution, histograms, central tendency measures 
and measures of association. 
4.2.2.1 Pearson’s Correlation 
Pearson’s product-moment correlation coefficient is used to measure the strength of 
the linear association between two variables (Collis and Hussey, 2009; Wegner, 
2012). The correlation coefficient is used to indicate the strength of the correlation. 
Below are guidelines for interpretation: 
 +1.00   Perfect positive linear association; 
 +0.90 to +0.99 Very high positive correlation; 
 +0.70 to +0.89 High positive correlation; 
 +0.40 to +0.69 Medium positive correlation; 
 +0.01 to +0.39 Low positive correlation; 
 0.00   No linear association; 
 -0.01 to -0.39 Low negative correlation; 
 -0.40 to -0.69  Medium negative correlation; 
 -0.70 to -0.89  High negative correlation; 
 -0.90 to -0.99  Very high negative correlation; and 
 -1.00   Perfect negative linear association (Collis and Hussey, 
2009). 
4.2.2.2 Cohen's d 
In this study Cohen’s d is used to test for a significant difference between two 
datasets. The statistician that was consulted recommended the following guidelines 
for interpretation of the results: 
- Statistically significant (reject Ho) if p <= 0.05 
- Practically significant if Cohen's d >= 0.20 
- Interpretation levels for Cohen's d: 
 <0.20  Not significant; 
 0.20 - 0.49 Small significance; 
 0.50 - 0.79 Medium significance; and 
 >= 0.80 Large significance (Magnusson, 2014). 
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4.2.2.3 Cramér's V 
The Cramér's V statistics are used to determine the practical significance of 
differences that have been shown to be statistically significant. It is used as post-test 
to determine the association strengths after significance have been determined using 
chi-squared. The statistician that was consulted recommended the following 
guidelines for interpretation of the results for d.f = 1 (as in this study): 
- 0.10 - 0.29 Small; 
- 0.30 - 0.49 Medium; and 
- >= 0.50 Large (Cramér, 1946). 
4.2.2.4 Chi-squared 
The Chi-squares test is a statistical method to test for independence of association 
between two categorical variables or to test for equality of proportions across two or 
more populations.  The underlying basis of the test is always to compare a set of 
observed frequencies to a set of expected frequencies (Wegner, 2012). In this study 
the Chi-squared test is used to test for a significant difference between the 
correlations of independent variables to the dependent variable between two sample 
data sets. 
4.3 Univariate Analysis and Descriptive Statistics 
The questionnaire was divided into seven sections. Section A captured demographic 
information such as Gender, Age, Education Level and Geographical location. Other 
variables such as Industry Experience, Job Title and Management Level collected in 
Section A were designed to probe the respondents purchasing decision making 
power. Variables pertaining to the respondent’s organisation such as Organisation 
Size and Supply Chain Level were also captured in this section. Section B through to 
Section G was designed to capture the respondent’s perception of Product 
Characteristics, Relational Characteristics, Supplier Characteristics, Benefits, 
Sacrifices and Customer Value Perception in relation to MAC by using a five point 
Likert scale.  
Data collected from the second sample, Employees, are only applicable to RQ7 which 
states “What is the significance of the difference between the importance assigned to 
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CVP factors by Customers and Employees of the Turnkey PBO?” This data is 
therefore excluded from the analysis reported in the rest of this section. 
4.3.1 Section A: Demographic Data 
In this section demographic data that was captured in the survey will be presented 
and discussed. 
4.3.1.1 Question 1.1: Gender 
 
Figure 4.3 - Frequency Distribution of Gender 
Figure 4.3 depicts the responses to question 1.1 regarding the gender of the 
respondent. As this study is focussed within the engineering industry it is to be 
expected that the vast majority of respondents will be Male. It is well documented 
that Females are underrepresented in the Engineering Profession (Buse, Bilimoria 
and Perelli, 2013). In 1996 roughly 16% of Engineering Professionals in the South 
African Labour Market were Female. This figure decreased to 10.5% in 2005 (du Toit 
and Roodt, 2008). While this research was not targeted purely at individuals in the 
Engineering Profession, this study does seem to indicate that this decreasing trend 
has continued. It can be seen in Figure 4.3 that the vast majority (94%) of 
respondents were male with the remaining 6% being female. 
6% 
94% 
Frequency Distribution: Gender 
Female
Male
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4.3.1.2 Question 1.2: Education Level / Highest Degree 
 
Figure 4.4 - Frequency Distribution of Education Level 
Figure 4.4 depicts the responses to question 1.2 regarding the education level of the 
respondent. It can be seen in Figure 4.4 that 84% of the respondents of this study 
had some sort of tertiary education (National Diploma, Bachelors Degree and Post-
graduate Degree combined) while only 17% of the respondents had a lower level of 
education (High School or College). This relatively high level of education can be 
explained by the fact that customers at in a management role were targeted in this 
study as they are generally the individuals with purchasing decision making 
capability. Individuals in a management role are expected to have a tertiary 
education. 
 
5% 
12% 
41% 
27% 
16% 
Frequency Distribution: Education Level 
High School
College
National Diploma
Bachelors Degree
Post-graduate Degree
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4.3.1.3 Question 1.3: Age 
 
Figure 4.5 - Frequency Distribution of Age (Research Study Population) 
Figure 4.5 depicts the responses to question 1.3 regarding the age of the 
respondent. As can be seen in Figure 4.5 there is a relatively even distribution of age 
groups within the respondents of this study. When comparing the frequency 
distribution of the population of this study with the population of South Africa in Figure 
4.6 there is a much larger frequency of individuals in the 18 to 34 age group. A 
possible explanation for this is that individuals in management level positions were 
targeted for this study. It is more likely for an older individual to be in a management 
role than a younger. 
 
Figure 4.6 - Frequency Distribution of Age (South African Population) adapted from 
mid-year population estimates (Statistics South Africa, 2014) 
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4.3.1.4 Question 1.4: Geographical Location 
 
Figure 4.7 - Frequency Distribution of Geographic Location 
Figure 4.7 depicts the responses to question 1.4 regarding the geographic location of 
the respondent. The vast majority (84%) of respondents are from the Eastern Cape. 
This is to be expected as MAC and the majority of their existing customer base that 
was surveyed is based in this province. The decreasing distribution of 8% in Gauteng 
and 5% in KwaZulu-Natal echoes their customer base and the concentration of 
Automotive Original Equipment Manufacturers (OEMs) in the respective provinces. 
The small percentage (3%) of international respondents is comprised of expatriates 
that have worked with MAC while based within South African branches of their 
various organisations.  
4.3.1.5 Question 1.5: My Automation Company (MAC) Exposure 
The purpose of this question was to ensure that only respondents that meet the 
following two preconditions were included in the study: Firstly, the respondents had 
to be familiar with the products and/or services of the organisation. Secondly, due to 
the fact that the organisation only acquired the turnkey automation business unit on 
which the study is based two years ago, respondents had to have been exposed to 
the products and services offered by the organisation within the last two years.  
The datasets of respondents that answered that they have not been exposed to 
MAC's products and/or services in the last 2 years were excluded from the study. 
84% 
8% 
5% 3% 
Frequency Distribution: Geographic Location 
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4.3.1.6 Question 1.6: Years in Industry 
 
Figure 4.8 - Frequency Distribution of Years in Industry 
Figure 4.8 depicts the responses to question 1.6 regarding the industry experience of 
the respondent. It can be seen that 61% of respondents had more than 11 years of 
industry experience with 91% having more than 6 years industry experience. The 
high percentage of extended industry experience is a good indication of the reliability 
and validity of the responses received.  
4.3.1.7 Question 1.7: Years in Current Position 
 
Figure 4.9 - Frequency Distribution of Years in Current Position 
Figure 4.9 depicts the responses to question 1.7 regarding the amount of time the 
respondent has been in their current position. A very high percentage (70%) of 
1% 
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respondents has not been employed in their current respective positions for longer 
than 5 years. This indicates a relatively high rate of staff turnover or alternatively a 
high rate of staff movement within the organisation.  
4.3.1.8 Question 1.8: Company where you are employed 
Question 1.8 asked the respondent to identify his current employer. This purpose of 
this question was to ensure that respondents were in actual fact customers of MAC. 
The datasets of respondents that are not employed by customers of MAC were 
excluded from the study. 
4.3.1.9 Question 1.9: Current Job Title 
Question 1.9 asked the respondent to specify his current job title.  
4.3.1.10 Question 1.10: Employment Level  
 
Figure 4.10 - Frequency Distribution of Employment Level 
Figure 4.10 depicts the responses to question 1.10 regarding the employment level 
of the respondent. The purpose of this question was to be able to classify 
respondents according to their level within their respective organisation’s 
management hierarchy. Respondents were classified into two sub-groups namely 
Top-hierarchy-level (Director, Top Level Management and Mid Level Management) 
and Low-hierarchy-level (Low Level Management and Not Management Level) in the 
organisational hierarchy.  
23% 
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40% 
20% 
3% 
Frequency Distribution: Employment Level 
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Low Level Management
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The frequency distribution of the two sub-groups resulted in a relatively even split of 
the sample as 63% were from the Top-hierarchy-level group and 37% were from the 
Low-hierarchy-level group. A Nelson Mandela Metropolitan University statistician was 
consulted who confirmed that there were enough respondents in each sub-group to 
perform statistically significant tests to compare the two sub-groups. The results will 
be discussed in section Error! Reference source not found.. 
4.3.1.11 Question 1.11: Is your company a multi-national organisation? 
 
Figure 4.11 - Frequency Distribution of Multi-national Organisation 
Figure 4.11 depicts the responses to question 1.11 which requests the respondent to 
identify if their employer is a multi-national organisation or not.  Since the end of 
apartheid international business interest in South Africa has grown (Mayer and Louw, 
2011). Along with this came a large amount of Foreign Direct Investment (FDI) in the 
automotive industry with foreign automotive organisations such as Daimler-Benz, 
BMW, Volkswagen, General Motors, Ford and Toyota investing in manufacturing 
facilities in South Africa (Kahn, 2011). Recently there has also been an increase in 
Chinese investment with automotive FDI being one of the top three sectors (Zhang, 
Alon and Chen, 2014).  
It was expected that the majority of employers would be multi-national organisations 
as the MAC operates mainly within the automotive industry. This was confirmed by 
the statistics that show that 93% of the respondents are employed by multi-national 
organisation. 
93% 
7% 
Frequency Distribution: Multi-national Organisation 
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4.3.1.12 Question 1.12: How many branches / facilities does your company have 
in Arica? 
 
Figure 4.12 - Frequency Distribution of Branches in Africa 
Figure 4.12 depicts the responses to question 1.12 regarding the amount of branches 
or facilities the respondent’s employer has within Africa. 77% of the respondents 
answered that their organisation has 5 or less facilities in Africa. This is to be 
expected because of the large capital investment required to set up a manufacturing 
facility in the automotive industry. 
4.3.1.13 Question 1.13: Company size in number of employees 
 
Figure 4.13 - Frequency Distribution of Number of Employees 
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Figure 4.13 depicts the responses to question 1.13 regarding the number of 
employees in the organisation. The purpose was to use this metric as an indication of 
the organisation’s size. The results show that a small proportion (15%) of the 
organisations is relatively small employing 200 employees or less. The remaining is 
split between organisations that employ between 200 and 2000 employees (44%) 
and organisations that employ more than 2000 employees (40%). 
This results in 84% of respondent’s employers being classified as large businesses in 
the South African context (Ayyagari, Beck and Demirgüç-Kunt, 2005). These 
statistics are aligned with the automotive employment statistics if taken into account 
that in 2013 36,000 people were employed by Automotive OEMs with even more 
being employed by their various tier level suppliers (Maylie, 2013). 
4.3.1.14 Question 1.14: Manufacturing supply chain level 
 
Figure 4.14 - Frequency Distribution of Supply Chain Level 
Figure 4.14 depicts the responses to question 1.14 regarding the supply chain level 
of the respondent’s employer. The largest proportion of respondents indicated that 
their organisations are OEMs (48%). The second largest proportion (34%) of 
respondents indicated that their employers are 1st Tier Suppliers to OEMs. The 
remaining 18% is split across 2nd Tier Suppliers, 3rd Tier Suppliers and organisations 
that fall within more than one of these categories. These results are aligned to MAC’s 
customer base as the majority are either OEMs or 1st Tier Suppliers. 
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4.3.2 Section B: Product Characteristics 
In this section captured data regarding the 2nd Level Factor Product Characteristics; 
as well the related 1st Level Factors namely Product Design, Design Quality and 
Service Quality will be presented and discussed. 
 
Figure 4.15 - Frequency Distribution of Product Characteristics 
Figure 4.15 depicts the frequency distribution of responses to question groups 2, 3 
and 4 which all related to Product Characteristics. Responses were overwhelmingly 
positive with 37% strongly agreeing and 56% agreeing with statements related to the 
Product Characteristics of MAC’s Value Offering. A very small proportion of 
respondents (6%) were neutral and an even smaller proportion (1%) disagreeing with 
the statements presented. 0% of respondents strongly disagreed with the statement 
presented. 
In Table 7.29 (see Appendix D) it is shown that 93% of responses were positive, 6% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Product Characteristics of MAC’s Value Offering. In Table 4.1 (see page 108) 
the Cronbach Alpha for this construct is shown to be established as 0.91, indicating 
moderate reliability for this construct.  
1% 
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(4.2 to 5.0] Strongly Agree
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4.3.2.1 Product Characteristics: Product Quality (PQ) 
 
Figure 4.16 - Frequency Distribution of Product Characteristics: Product Quality 
Figure 4.16 depicts the frequency distribution of responses to questions 2.1 to 2.6 
which all related to Product Quality. Responses were overwhelmingly positive with 
37% strongly agreeing and 50% agreeing with statements related to the Product 
Quality of MAC’s Value Offering. A small proportion of respondents (12%) were 
neutral and a very small proportion (1%) disagreeing with the statements presented. 
0% of respondents strongly disagreed with the statement presented. 
In Table 7.29 (see Appendix D) it is shown that 87% of responses were positive, 12% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Product Quality of MAC’s Value Offering. In Table 4.1 (see page 108) the 
Cronbach Alpha for this construct is shown to be established as 0.91, indicating high 
reliability for this construct.  
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4.3.2.2 Product Characteristics: Design Quality 
 
Figure 4.17 - Frequency Distribution of Product Characteristics: Design Quality 
Figure 4.17 depicts the frequency distribution of responses to questions 3.1 to 3.5 
which all related to Design Quality. Responses were overwhelmingly positive with 
23% strongly agreeing and 60% agreeing with statements related to the Product 
Quality of MAC’s Value Offering. 16 % of respondents were neutral and a very small 
proportion (1%) disagreeing with the statements presented. 0% of respondents 
strongly disagreed with the statement presented. 
In Table 7.29 (see Appendix D) it is shown that 83% of responses were positive, 16% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Design Quality of MAC’s Value Offering. In Table 4.1 (see page 108) the 
Cronbach Alpha for this construct is shown to be established as 0.90, indicating high 
reliability for this construct.  
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4.3.2.3 Product Characteristics: Service Quality (SQ) 
 
Figure 4.18 - Frequency Distribution of Product Characteristics: Service Quality 
Figure 4.18 depicts the frequency distribution of responses to questions 4.1 to 4.7 
which all related to Service Quality. Responses were overwhelmingly positive with 
51% strongly agreeing and 43% agreeing with statements related to the Service 
Quality of MAC’s Value Offering. A small proportion of respondents (5%) were 
neutral and an even smaller proportion (1%) Strongly disagreeing with the 
statements presented. 0% of respondents disagreed with the statement presented. 
In Table 7.29 (see Appendix D) it is shown that 94% of responses were positive, 5% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Service Quality of MAC’s Value Offering. In Table 4.1 (see page 108) the 
Cronbach Alpha for this construct is shown to be established as 0.93, indicating high 
reliability for this construct. 
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4.3.3 Section C: Relational Characteristics 
In this section captured data regarding the 2nd Level Factor Relational 
Characteristics; as well the related 1st Level Factors namely Trust and Joint Working 
will be presented and discussed. 
 
Figure 4.19 - Frequency Distribution of Relational Characteristics 
Figure 4.19 depicts the frequency distribution of responses to question groups 5 and 
6 which all related to Relational Characteristics. Responses were overwhelmingly 
positive with 31% strongly agreeing and 57% agreeing with statements related to the 
Relational Characteristics of MAC’s Value Offering. A small proportion of 
respondents (11%) were neutral and a very small proportion (1%) disagreed with the 
presented statements. 0% of respondents strongly disagreed with the statement 
presented. 
In Table 7.29 (see Appendix D) it is shown that 88% of responses were positive, 10% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Relational Characteristics of MAC’s Value Offering. In Table 4.1 (see page 
108) the Cronbach Alpha for this construct is shown to be established as 0.79, 
indicating low but acceptable reliability for this construct.  
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4.3.3.1 Relational Characteristics: Trust 
 
Figure 4.20 - Frequency Distribution of Relational Characteristics: Trust 
Figure 4.20 depicts the frequency distribution of responses to questions 5.1 to 5.5 
which all related to Trust. Responses were overwhelmingly positive with 26% 
strongly agreeing and 66% agreeing with statements related to the Trust 
Characteristic of MAC’s Value Offering. A very small proportion of respondents (7%) 
were neutral and an even smaller proportion (1%) strongly disagreed with the 
presented statements. 0% of respondents disagreed with the statement presented. 
In Table 7.29 (see Appendix D) it is shown that 92% of responses were positive, 7% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Trust Characteristic of MAC’s Value Offering. In Table 4.1 (see page 108) the 
Cronbach Alpha for this construct is shown to be established as 0.77, indicating low 
but acceptable reliability for this construct.  
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4.3.3.2 Relational Characteristics: Joint Working 
 
Figure 4.21 - Frequency Distribution of Relational Characteristics: Joint Working 
Figure 4.21 depicts the frequency distribution of responses to questions 6.1 to 6.7 
which all related to Joint Working. Responses were overwhelmingly positive with 
28% strongly agreeing and 52% agreeing with statements related to the Joint 
Working Characteristic of MAC’s Value Offering. A relatively small proportion of 
respondents (19%) were neutral and a very small proportion (1%) disagreed with the 
presented statements. 0% of respondents strongly disagreed with the statement 
presented. 
In Table 7.29 (see Appendix D) it is shown that 80% of responses were positive, 19% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Joint Working Characteristic of MAC’s Value Offering. In Table 4.1 (see page 
108) the Cronbach Alpha for this construct is shown to be established as 0.89, 
indicating moderate reliability for this construct.  
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4.3.4 Section D: Supplier Characteristics 
In this section captured data regarding the 2nd Level Factor Supplier Characteristics; 
as well the related 1st Level Factors namely Brand Equity, Supplier Know-how and 
Technical Expertise, Supplier Flexibility and Supplier Commitment will be presented 
and discussed. 
 
Figure 4.22 - Frequency Distribution of Supplier Characteristics 
Figure 4.22 depicts the frequency distribution of responses to question groups 7, 8, 9 
and 10 which all related to Supplier Characteristics. Responses were overwhelmingly 
positive with 33% strongly agreeing and 56% agreeing with statements related to the 
Supplier Characteristics of MAC’s Value Offering. A relatively small proportion of 
respondents (10%) were neutral and an even smaller proportion (1%) disagreeing 
with the statements presented. 0% of respondents strongly disagreed with the 
statement presented. 
In Table 7.29 (see Appendix D) it is shown that 88% of responses were positive, 10% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Supplier Characteristics of MAC’s Value Offering. In Table 4.1 (see page 108) 
the Cronbach Alpha for this construct is shown to be established as 0.94, indicating 
high reliability for this construct.  
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4.3.4.1 Supplier Characteristics: Brand Equity 
 
Figure 4.23 - Frequency Distribution of Supplier Characteristics: Brand Equity 
Figure 4.23 depicts the frequency distribution of responses to questions 7.1 to 7.6 
which all related to Brand Equity. Responses were overwhelmingly positive with 38% 
strongly agreeing and 55% agreeing with statements related to the Brand Equity 
Characteristic of MAC’s Value Offering. A relatively small proportion of respondents 
(6%) were neutral and an even smaller proportion (1%) disagreeing with the 
statements presented. 0% of respondents strongly disagreed with the statement 
presented. 
In Table 7.29 (see Appendix D) it is shown that 93% of responses were positive, 6% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Brand Equity Characteristic of MAC’s Value Offering. In Table 4.1 (see page 
108) the Cronbach Alpha for this construct is shown to be established as 0.94, 
indicating high reliability for this construct.  
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4.3.4.2 Supplier Characteristics: Supplier Know-how and Technical Expertise 
 
Figure 4.24 - Frequency Distribution of Supplier Characteristics: Supplier Know-how 
and Technical Expertise 
Figure 4.24 depicts the frequency distribution of responses to questions 8.1 to 8.5 
which all related to Supplier Know-how and Technical Expertise. Responses were 
overwhelmingly positive with 27% strongly agreeing and 53% agreeing with 
statements related to the Supplier Know-how and Technical Expertise Characteristic 
of MAC’s Value Offering. A relatively small proportion of respondents (19%) were 
neutral and an even smaller proportion (1%) disagreeing with the statements 
presented. 0% of respondents strongly disagreed with the statement presented. 
In Table 7.29 (see Appendix D) it is shown that 80% of responses were positive, 19% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Supplier Know-how and Technical Expertise Characteristic of MAC’s Value 
Offering. In Table 4.1 (see page 108) the Cronbach Alpha for this construct is shown 
to be established as 0.91, indicating high reliability for this construct. 
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4.3.4.3 Supplier Characteristics: Flexibility of the supplier 
 
Figure 4.25 - Frequency Distribution of Supplier Characteristics: Flexibility of the 
supplier 
Figure 4.25 depicts the frequency distribution of responses to questions 9.1 to 9.5 
which all related to Supplier Flexibility. Responses were overwhelmingly positive with 
29% strongly agreeing and 56% agreeing with statements related to the Supplier 
Flexibility Characteristic of MAC’s Value Offering. A relatively small proportion of 
respondents (14%) were neutral and an even smaller proportion (1%) disagreeing 
with the statements presented. 0% of respondents strongly disagreed with the 
statement presented. 
In Table 7.29 (see Appendix D) it is shown that 85% of responses were positive, 14% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Supplier Flexibility Characteristic of MAC’s Value Offering. In Table 4.1 (see 
page 108) the Cronbach Alpha for this construct is shown to be established as 0.94, 
indicating high reliability for this construct.  
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4.3.4.4 Supplier Characteristics: Commitment of the Supplier 
 
Figure 4.26 - Frequency Distribution of Supplier Characteristics: Commitment of the 
Supplier 
Figure 4.22 depicts the frequency distribution of responses to questions 10.1 to 10.6 
which all related to Supplier Commitment. Responses were overwhelmingly positive 
with 23% strongly agreeing and 60% agreeing with statements related to the Supplier 
Commitment Characteristic of MAC’s Value Offering. A relatively small proportion of 
respondents (16%) were neutral and an even smaller proportion (1%) disagreeing 
with the statements presented. 0% of respondents strongly disagreed with the 
statement presented. 
In Table 7.29 (see Appendix D) it is shown that 83% of responses were positive, 16% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Supplier Commitment Characteristic of MAC’s Value Offering. In Table 4.1 
(see page 108) the Cronbach Alpha for this construct is shown to be established as 
0.93, indicating high reliability for this construct.  
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4.3.5 Section E: Benefits 
In this section captured data regarding the 2nd Level Factor Benefits; as well the 
related 1st Level Factors namely Core Benefits and Add-on Benefits will be presented 
and discussed. 
 
Figure 4.27 - Frequency Distribution of Benefits 
Figure 4.27 depicts the frequency distribution of responses to question groups 11 
and 12 which all related to Benefits. Responses were overwhelmingly positive with 
29% strongly agreeing and 62% agreeing with statements related to the Benefits of 
MAC’s Value Offering. A very small proportion of respondents (8%) were neutral and 
an even smaller proportion (1%) disagreeing with the statements presented. 0% of 
respondents strongly disagreed with the statement presented. 
In Table 7.29 (see Appendix D) it is shown that 91% of responses were positive, 8% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Benefits of MAC’s Value Offering. In Table 4.1 (see page 108) the Cronbach 
Alpha for this construct is shown to be established as 0.84, indicating moderate 
reliability for this construct.  
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4.3.5.1 Benefits: Core benefits 
 
Figure 4.28 - Frequency Distribution of Benefits: Core benefits 
Figure 4.28 depicts the frequency distribution of responses to questions 11.1 to 11.5 
which all related to Core Benefits. Responses were overwhelmingly positive with 
28% strongly agreeing and 63% agreeing with statements related to the Core 
Benefits of MAC’s Value Offering. A very small proportion of respondents (7%) were 
neutral and an even smaller proportion (2%) disagreeing with the statements 
presented. 0% of respondents strongly disagreed with the statement presented. 
In Table 7.29 (see Appendix D) it is shown that 91% of responses were positive, 7% 
neutral and 2% negative regarding the statements presented to respondents related 
to the Core Benefits of MAC’s Value Offering. In Table 4.1 (see page 108) the 
Cronbach Alpha for this construct is shown to be established as 0.95, indicating high 
reliability for this construct.  
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4.3.5.2 Benefits: Add-on benefits 
 
Figure 4.29 - Frequency Distribution of Benefits: Add-on benefits 
Figure 4.29 depicts the frequency distribution of responses to questions 12.1 to 12.6 
which all related to Add-on Benefits. Responses were overwhelmingly positive with 
25% strongly agreeing and 58% agreeing with statements related to the Add-on 
Benefits of MAC’s Value Offering. A relatively small proportion of respondents (16%) 
were neutral and an even smaller proportion (1%) disagreeing with the statements 
presented. 0% of respondents strongly disagreed with the statement presented. 
In Table 7.29 (see Appendix D) it is shown that 83% of responses were positive, 16% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Add-on Benefits of MAC’s Value Offering. In Table 4.1 (see page 108) the 
Cronbach Alpha for this construct is shown to be established as 0.90, indicating high 
reliability for this construct.  
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4.3.6 Section F: Sacrifices 
In this section captured data regarding the 2nd Level Factor Sacrifices; as well the 
related 1st Level Factor namely Purchase Price will be presented and discussed. 
4.3.6.1 Sacrifices: Purchase Price 
 
Figure 4.30 - Frequency Distribution of Sacrifices: Purchase Price 
Figure 4.30 depicts the frequency distribution of responses to questions 13.1 to 13.6 
which all related to Purchase Price. Responses were overwhelmingly neutral with 
64% indicating neither agreeing nor disagreeing with the presented statements. A 
very small proportion (5%) strongly agreed and a relatively small proportion (25%) 
agreed with statements related to the Purchase Price of MAC’s Value Offering. A 
very small proportion of respondents (5%) disagreed and an even smaller proportion 
(1%) strongly disagreed with the statements presented.  
In Table 7.29 (see Appendix D) it is shown that only 30% of responses were positive, 
64% neutral and 6% negative regarding the statements presented to respondents 
related to the Purchase Price of MAC’s Value Offering. In Table 4.1 (see page 108) 
the Cronbach Alpha for this construct is shown to be established as 0.82, indicating 
moderate reliability for this construct.  
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4.3.7 Section G: Customer Value Perception 
In this section captured data regarding the dependent variable, namely Perceived 
Customer Value, will be presented and discussed. 
4.3.7.1 Perceived Customer Value 
 
Figure 4.31 - Frequency Distribution of Customer Value Perception: Perceived 
Customer Value 
Figure 4.31 depicts the frequency distribution of responses to questions 14.1 to 14.6 
which all related to Perceived Customer Value. Responses were overwhelmingly 
positive with 19% strongly agreeing and 52% agreeing with statements related to the 
Perceived Customer Value of MAC’s Offering. A relatively small proportion of 
respondents (28%) were neutral and an even smaller proportion (1%) disagreeing 
with the statements presented. 0% of respondents strongly disagreed with the 
statement presented. 
In Table 7.29 (see Appendix D) it is shown that 71% of responses were positive, 28% 
neutral and 1% negative regarding the statements presented to respondents related 
to the Perceived Customer Value of MAC’s Offering. In Table 4.1 (see page 108) the 
Cronbach Alpha for this construct is shown to be established as 0.93, indicating high 
reliability for this construct.  
1% 
28% 
52% 
19% 
Customer Value Perception: Perceived Customer Value 
[1.0 to 1.8) Strongly Disagree
[1.8 to 2.6) Disagree
[2.6 to 3.4] Neutral
(3.4 to 4.2] Agree
(4.2 to 5.0] Strongly Agree
107 
 
4.4 Multivariate Analysis and Inferential Statistics 
In this section the reliability of the captured data and the results of inferential 
statistics used to test secondary research objectives RO5, RO6 and RO7 will be 
discussed. 
4.4.1 Data Reliability 
As discussed in Section 3.9.1, Reliability is an indicator of whether repeat studies will 
produce the same result. The test for reliability used in this study involved calculating 
the internal consistency of measuring instrument responses. Responses to all items 
used to measure a single construct should be very similar. Cronbach’s alpha 
coefficient is used to measure this internal consistency. A high coefficient value 
indicates a high internal consistency while a low value indicates the opposite. The 
following guidelines have been developed: 
 Cronbach Alpha ≥ 0.90 - high reliability 
 Cronbach Alpha ≥ 0.80 - moderate reliability 
 Cronbach Alpha ≥ 0.70 - low reliability 
 Cronbach Alpha < 0.70 - unacceptable reliability (Collis and 
Hussey, 2009; Maree, et al., 2012; Nunnally, 1978). 
The calculated Cronbach alpha for each variable is shown in Table 4.1. It can be 
seen that the internal reliability of all measuring instruments is sufficient as the lowest 
Cronbach Alpha was calculated to be 0.77. This value is higher than the minimum 
requirement of 0.70. As Purchase Price is the only 1st Level Factor influencing the 2nd 
Level Factor Sacrifice, the Cronbach alpha for these factors will be equal. 
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Factor Cronbach Alpha 
Product Quality 0.91 
Design Quality 0.90 
Service Quality 0.93 
Trust 0.77 
Joint Working 0.89 
Brand Equity 0.94 
Supplier Know-how and Technical Expertise 0.91 
Supplier Flexibility 0.94 
Supplier Commitment 0.93 
Core benefits 0.95 
Add-on Benefits 0.90 
Purchase Price 0.82 
Product Characteristics 0.88 
Relational Characteristics 0.79 
Supplier Characteristics 0.94 
Benefits 0.84 
Sacrifices 0.82 
Perceived Value 0.93 
Table 4.1 - Cronbach's alpha coefficients for all factors (n = 116) 
4.4.2 Empirical evaluation of the proposed CVP model.  
4.4.2.1 Introduction to Research Objective 
This section will investigate the fourth research objective which is to conduct an 
empirical evaluation of the proposed CVP model in order to test the formulated 
hypotheses. 
- RO4: Conduct an empirical evaluation of the proposed CVP model in order to 
accept or reject the formulated hypotheses. 
4.4.2.2 Hypotheses Formulation and Testing 
The conceptual framework was used to establish relationships between the 
Dependent variable, Perceived Value, and the 2nd Level Factors, Product 
Characteristics, Relational Characteristics, Supplier Characteristics, Benefits and 
Sacrifices.  Hypotheses were formulated in order to test the relationship between the 
Dependent Variable and the five Independent Variables. Table 4.2 shows these 
hypotheses, the relevant Pearson Correlation, the correlation strength as well as 
whether the hypothesis is accepted or rejected.  
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There are medium to high positive correlations between the various 2nd Level Factors 
(Relational Characteristics, Supplier Characteristics, Benefits, Product 
Characteristics and Sacrifices) and the dependent variable namely Perceived Value. 
These findings are aligned with reviewed literature which indicated that these factors 
have a strong association to the CVP of PBOs. 
Hypothesis Hypothesis Description Pearson 
Correlations 
Correlation 
Strength 
Hypothesis 
Accepted 
or Rejected 
H1 There is a relationship between 
Perceived Value and Product 
Characteristics 
0.706 High 
positive 
Accepted 
H2 There is a relationship between 
Perceived Value and Relational 
Characteristics 
0.804 High 
positive 
Accepted 
H3 There is a relationship between 
Perceived Value and Supplier 
Characteristics 
0.797 High 
positive 
Accepted 
H4 There is a relationship between 
Perceived Value and Benefits 
0.786 High 
positive 
Accepted 
H5 There is a relationship between 
Perceived Value and Sacrifices 
0.553 Medium 
positive 
Accepted 
Table 4.2 - Hypotheses Testing 
The hypotheses developed in this research study have all been accepted by means 
of statistical analysis through empirical evaluation. The proposed relationships, as 
indicated in the conceptual model depicted in Figure 3.3, have all been successfully 
verified. 
4.4.2.3 Conclusion 
In this section it was shown that the formulated hypotheses have all been accepted. 
It was shown that there exists a relationship between the Dependent variable, 
Perceived Value, and the 2nd Level Factors, Product Characteristics, Relational 
Characteristics, Supplier Characteristics, Benefits and Sacrifices by using Pearson’s 
product-moment correlation coefficient to measure the linear association between the 
variables.  
In the next section the fifth research objective of the study, which is to establish the 
correlation between the various 1st and 2nd Level Factors in the proposed CVP model 
and the Perceived Value, will be addressed. 
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4.4.3 Establishing the weighted importance of the identified factors in the CVP 
model.  
4.4.3.1 Introduction to Research Objective 
The fifth research objective of this study is to establish the correlation between the 
various 1st and 2nd Level Factors in the proposed CVP model and the Perceived 
Value. This was performed by using Pearson’s product-moment correlation 
coefficient to measure the linear association between the variables.  
- RO5: Establish the weighted importance of each of the identified factors in the 
CVP model.   
4.4.3.2 Data Analysis of 1st and 2nd Level Factor Correlations to Perceived Value 
The correlations in this study proved to be statistically significant at a 0.05 confidence 
level as rcrit is bigger or equal to 0.212 for all correlations. As can be seen in Table 
4.4, there are very high positive correlations between all 1st and 2nd Level Factor 
relationships. There are two exceptions to this, namely the perfectly positive 
relationship between Purchase Price and Sacrifices and the slightly lower but still 
high positive correlation between Service Quality and Product Characteristics. The 
perfectly linear correlation between Purchase Price and Sacrifices is explained by the 
fact that Purchase Price is the only factor influencing Sacrifices as discussed in 
Section 2.5.4.12. Any change in Purchase Price would therefore result in an identical 
change in Sacrifices. These strong positive correlations are all aligned with the 
knowledge gained from literature study as discussed in Section 2.5. 
2nd Level Factor 
Pearson 
Correlations 
rcrit Correlation 
Strength 
Relational Characteristics 0.804 0.212 High positive 
Supplier Characteristics 0.797 0.212 High positive 
Benefits 0.786 0.212 High positive 
Product Characteristics 0.706 0.212 High positive 
Sacrifices 0.553 0.212 Medium positive 
Table 4.3 - Pearson Product Moment Correlations of 2nd Level Factors with 
Perceived Value (n = 86) ordered by strength of correlation. 
Table 4.3 shows the correlations between the various 2nd Level Factors and the 
dependent variable namely Perceived Value. There is a high positive correlation 
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between four of the 2nd Level Factors (Relational Characteristics, Supplier 
Characteristics, Benefits and Product Characteristics) and Perceived Value. These 
findings are aligned with reviewed literature which indicated that these factors have a 
strong association to the CVP of PBOs. Sacrifices are shown to have a much 
weaker, but still significant, medium positive correlation to Perceived Value. This is 
once again aligned to reviewed literature which indicated that markets become less 
price sensitive in a high customer value framework (Rajagopal, 2006) or where there 
is a valued customer-supplier relationship (Terho, et al., 2012; Ulaga and Eggert, 
2006). 
1st Level Factor 2nd Level Factor 
Pearson 
Correlations rcrit 
Product Quality Product Characteristics 0.931 0.212 
Design Quality Product Characteristics 0.914 0.212 
Service Quality Product Characteristics 0.853 0.212 
Trust Relational Characteristics 0.900 0.212 
Joint Working Relational Characteristics 0.920 0.212 
Brand Equity Supplier Characteristics 0.904 0.212 
Supplier Know-how and 
Technical Expertise Supplier Characteristics 0.909 0.212 
Supplier Flexibility Supplier Characteristics 0.929 0.212 
Supplier Commitment Supplier Characteristics 0.937 0.212 
Core benefits Benefits 0.934 0.212 
Add-on Benefits Benefits 0.925 0.212 
Purchase Price Sacrifices 1.000 0.212 
Table 4.4 - Pearson Product Moment Correlations of 1st Level Factors with 2nd Level 
Factors (n = 86). 
Figure 4.32 depicts the conceptual framework as described in Figure 3.3, but 
includes the correlated strengths of relationships between the dependent variable, 
Perceived Value, and the independent variables, Product Quality, Design Quality, 
Service Quality, Trust, Joint Working, Brand Equity, Supplier Know-how and 
Technical Expertise, Supplier Flexibility, Commitment of the Supplier, Core Benefits, 
Add-on Benefits and Purchase Price. The perfectly linear correlation between 
Purchase Price and Sacrifices result in them being joined into one factor in the model 
as any change in one would result in an identical change in the other. 
An important finding is the strong impact that Relational Characteristics have on the 
perceived value offering of a Turnkey PBO. This finding suggests that customers 
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place high value on the business-to-business relationship that exists between 
customer and supplier. A possible explanation for this is that Trust and Joint Working 
are seen as additional value adding activities that are not necessarily a part of the 
normal scope of supply of Turnkey PBOs.   
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Figure 4.32 - Pearson Product Moment Correlations of 1st and 2nd Level Factors with 
Perceived Value (n = 86). 
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4.4.3.3 Data Analysis of 1st Level Factor Correlations to Perceived Value 
In order for this research to be of practical use to Turnkey PBOs the direct effect that 
change in the identified independent variables has on the value perception of the 
organisation’s offering has to be known. This can be accomplished by calculating the 
correlation between the 1st Level factors (independent variables) and the dependent 
variable namely Perceived Value. These associations are tabulated in Table 4.5 and 
depicted in Figure 4.34. The correlations in this study proved to be statistically 
significant at a 0.05 confidence level as rcrit is bigger or equal to 0.212 for all 
correlations. 
Factor 
Pearson 
Correlations 
rcrit Correlation 
Strength 
Commitment of the Supplier 0.787  0.212 High positive 
Add-on benefits 0.774  0.212 High positive 
Supplier Flexibility 0.771  0.212 High positive 
Joint Working 0.764  0.212 High positive 
Brand Equity 0.735  0.212 High positive 
Trust 0.697  0.212 Medium positive 
Core benefits 0.690  0.212 Medium positive 
Service Quality 0.670  0.212 Medium positive 
Product Quality 0.661  0.212 Medium positive 
Supplier Know-how and 
Technical Expertise 
0.642  0.212 Medium positive 
Design Quality 0.578  0.212 Medium positive 
Purchase Price 0.553  0.212 Medium positive 
Table 4.5 - Pearson Product Moment Correlations of 1st Level Factors with 
Perceived Value (n = 86) 
As can be seen in Table 4.5, the independent variables Supplier Commitment, Add-
on Benefits, Supplier Flexibility and Joint Working all have a high positive correlation 
to the dependent variable Perceived Value. These correlations have been highlighted 
in red. The independent variables Trust, Core benefits, Service Quality, Product 
Quality, Supplier Know-how and Technical Expertise, Design Quality and Purchase 
Price all have a medium positive correlation to the dependent variable Perceived 
Value. 
What this practically means for PBOs is that they should place higher importance and 
allocate more resources to increasing their offering in terms of Supplier Commitment, 
Add-on Benefits, Supplier Flexibility, Joint Working and Brand Equity than the other 
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independent variables as any perceived change (increase or decrease) in these 
variables will have a more significant effect on their CVP. PBOs should also review 
how much resources they allocate and importance they assign to independent 
variable such as Purchase Price and Design Quality as any perceived change in 
these variables will have a much smaller effect on the organisation’s CVP. The 
correlation of each independent variable to Perceived Value is depicted in Figure 
4.33 in decreasing order. 
When analysing the calculated correlations a few interesting findings can be made: 
- Purchase Price is shown to have a much weaker, but still significant, medium 
positive correlation to Perceived Value. This is once again aligned to literature 
reviewed in Section 2.5.4.12 which indicated markets become less price 
sensitive in a high customer value framework (Rajagopal, 2006) or where 
there is a good customer-supplier relationship (Terho, et al., 2012; Ulaga and 
Eggert, 2006) 
 
- Add-on benefits have a much larger influence on Perceived Value than Core 
benefits. As discussed in Section 2.5.4.10, Core benefits are the basic 
characteristics that must exist for a relationship to exist between the customer 
and supplier. The core benefits of the offering are the basic characteristics that 
are required and are viewed as qualifiers for the organisation to be considered 
as a supplier. As discussed in Section 2.5.4.11, Add-on benefits are the 
characteristics that create added value above the minimum requirements and 
assist the customer in selecting a supplier from among a qualified set of 
potential suppliers. Add-on benefits can be viewed as characteristics that 
differentiate the suppliers by identifying and delivering additional 
characteristics that create added value to the customer. A possible 
explanation for this finding could be that, although Core benefits are significant 
drivers of Perceived Value, it is seen as a prerequisite to qualify as a supplier 
and is therefore expected. Add-on benefits appear to differentiate the value 
offering of qualifying PBOs from one another. For this reason PBOs should 
ensure that they are able to provide the Core benefits to qualify as a vendor 
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while concentrating any additional resources on Add-on benefits in order to 
differentiate themselves and assist in securing business. 
 
- The weaker correlation between Perceived Value and Trust, Core benefits, 
Service Quality, Product Quality, Supplier Know-how and Technical Expertise, 
Design Quality and Purchase Price could indicate that customers view these 
factors as standard requirements that they expect from all suppliers. Supplier 
Commitment, Add-on Benefits, Supplier Flexibility, Joint Working and Brand 
Equity are possibly seen as factors that differentiate PBOs from competitors 
as they have higher correlation strength to Perceived Value. 
 
Figure 4.33 - Pearson Product Moment Correlations of 1st Level Factors with 
Perceived Value (n = 86) 
4.4.3.4 Conclusion 
In this section the fifth research objective of this study was achieved. The correlation 
between the various 1st Level Factors, 2nd Level Factors and Perceived Value in the 
proposed CVP model was established using Pearson’s product-moment correlation 
coefficient to measure the linear association between the variables. Recommended 
business practices based on the statistical analysis of the survey results were 
identified. 
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In the next section the sixth research objective of the study, which is to establish if 
there is a significant difference between the perceived importances’s assigned to 
CVP factors by High- and Low-level Management, will be addressed. 
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Figure 4.34 - Pearson Product Moment Correlations of 1st Level Factors with 
Perceived Value (n = 86). 
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4.4.4 Establishing the significance of the difference between the perceived 
importances assigned to CVP factors by High- and Low-level Management. 
4.4.4.1 Introduction to Research Objective 
The sixth research objective of this study is to establish if there is a significant 
difference between the perceived importances that members of High- and Low-level 
Management assign to CVP factors.  
- RO6: Establish the significance of the difference between the perceived 
importances assigned to CVP factors by High- and Low-level Management. 
Survey respondents were classified into two sub-groups namely High-level (Director, 
Top Level Management and Mid Level Management) and Low-level (Low Level 
Management and Not Management Level) in the organisational hierarchy.  The 
frequency distribution of the two sub-groups resulted in a relatively even split of the 
sample as 63% were from the High-level group and 37% were from the Low-level 
group. A statistician was consulted who confirmed that there were enough 
respondents in each sub-group to perform statistically significant tests to compare 
the two sub-groups. 
4.4.4.2 Data Analysis of Variable Mean Values 
The objective of this section is to determine if the two employee level groups 
assigned significantly different values to any of the measured variables. If the two 
employee groups assigned significantly different values to Service Quality for 
example, it would practically mean that the one group perceived the service of MAC 
to be of higher quality that the other group did. MAC would then be able to focus 
more of its efforts and resources on improving its Service Quality to the lower rating 
group. 
This test for a significant difference between the two sub-groups was performed by 
calculating Cohen’s d as described in Section 4.2.2.2. There is said to be a 
significant difference between groups if there is both a statistical and practical 
significance. Instances of this are highlighted in red in Table 4.6. 
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Variable 
Management 
Level 
Mean S.D Difference t 
p  
(d.f. = 84) 
Cohen's d 
Product Quality 
Low-level 4.14 0.60 0.20 1.55 .126 0.34 
High-level 3.93 0.58       Small 
Design Quality 
Low-level 4.01 0.59 0.10 0.78 .438 0.17 
High-level 3.91 0.58       Not 
Service Quality 
Low-level 4.46 0.40 0.33 2.78 .007 0.62 
High-level 4.13 0.59       Medium 
Trust 
Low-level 4.08 0.46 0.09 0.78 .438 0.17 
High-level 3.98 0.58       Not 
Joint Working 
Low-level 4.02 0.53 0.27 2.04 .045 0.45 
High-level 3.75 0.62       Small 
Brand Equity 
Low-level 4.39 0.46 0.31 2.56 .012 0.57 
High-level 4.08 0.58       Medium 
Supplier Know-how and 
Technical Expertise 
Low-level 4.19 0.49 0.37 2.72 .008 0.61 
High-level 3.82 0.66       Medium 
Supplier Flexibility 
Low-level 4.23 0.51 0.25 1.82 .072 0.41 
High-level 3.98 0.67       Small 
Supplier Commitment 
Low-level 4.19 0.52 0.42 3.18 .002 0.71 
High-level 3.77 0.63       Medium 
Core benefits 
Low-level 4.38 0.47 0.40 3.13 .002 0.70 
High-level 3.97 0.64       Medium 
Add-on Benefits 
Low-level 4.12 0.47 0.30 2.41 .018 0.54 
High-level 3.82 0.60       Medium 
Purchase Price 
Low-level 3.36 0.46 0.14 1.13 .263 0.25 
High-level 3.22 0.59       Small 
Perceived Value 
Low-level 3.92 0.54 0.22 1.58 .118 0.35 
High-level 3.71 0.65       Small 
Table 4.6 - t-Tests: 1st Level Factors by Employment Level - Low-level (n = 32) vs 
High-level (n = 54). 
It can be seen in Table 4.6 that there is a significant difference between the value 
that is assigned to the 1st Level Factors Service Quality, Joint Working, Brand Equity, 
Supplier Commitment, Core benefits and Add-on benefits by High- hierarchy-level 
and Low-hierarchy-level employees. In all these instances the Low-level employees 
rated MAC’s offering higher than High-level employees did.  
A possible explanation for this is that Low-level employees have more direct and 
constant access to MAC’s products and services where they are exposed to both the 
positive and negative aspects of the offering. High-level employees are more than 
likely only exposed to the negative aspects of MAC’s offering as, as is the nature of 
most businesses, High-level employees only get actively involved when substantial 
problems are experienced. This theory is supported when taking the specific 
identified variables into account. Service Quality, Joint Working, Benefits and 
Supplier Commitment are all components of My Automation’s Company’s offering 
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that Low-level employees will be more exposed to and affected by, than High-level 
employees.  
There is also the argument that, as Low-level employees interact more with MAC’s 
staff and subsequently build up a relationship, they are more likely to rate their 
offering higher while High-level employees can stay objective in their rating. 
A recommendation that can be made is that MAC should develop and implement 
methods to create awareness of their achievements and performance amongst High-
level customers. 
4.4.4.3 Data Analysis of Correlation Values 
The previous section investigated whether the two employee levels perceived and 
thus assigned significantly different values to any of the measured variables. This 
section will investigate whether there is a significant difference between the 
independent- to dependent variable correlations as perceived by the two different 
groups namely Low- and High-level employees. 
If there is a significant difference between the correlation values of the two groups it 
would practically mean that the CVP for the two groups are different. In other words, 
the two groups would have different perceptions of the importance of the various 
independent variables and the influence they have on the perceived value gained 
from MAC’s offering. Once this is known MAC would know if it needs to adjust its 
value offering dependent on the employee level they are targeting at the time. 
The calculated correlations have shown to be statistically significant at a 0.05 
confidence level. Chi² tests have been conducted to determine the statistical 
significance of the correlation differences between samples from High-level and Low- 
level employees. According to the results in Table 4.7 none of the differences are 
significant as all the p-values are greater than 0.05. 
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Total 
Sample 
(n = 86; 
rcrit = .212) 
Low 
Employee 
Level 
(n = 32; rcrit = 
.349) 
High 
Employee 
Level 
(n = 54;  
rcrit = .268) 
Chi² 
p 
(d.f. = 1) 
Product Quality .661 .671 .645 0.039 .844 
Design Quality .578 .602 .564 0.064 .800 
Service Quality .670 .635 .669 0.063 .803 
Trust .697 .647 .714 0.286 .593 
Joint Working .764 .707 .776 0.438 .508 
Brand Equity .735 .792 .701 0.790 .374 
Supplier Know-how and 
Technical Expertise .642 .683 .610 0.296 .586 
Supplier Flexibility .771 .671 .798 1.462 .227 
Supplier Commitment .787 .778 .789 0.016 .900 
Core benefits .690 .681 .682 0.000 .992 
Add-on Benefits .774 .699 .793 0.853 .356 
Purchase Price .553 .630 .512 0.581 .446 
Product Characteristics .706 .723 .685 0.108 .743 
Relational Characteristics .804 .757 .815 0.431 .511 
Supplier Characteristics .797 .802 .791 0.018 .893 
Benefits .786 .764 .791 0.088 .767 
Sacrifices .553 .630 .512 0.581 .446 
Table 4.7 - Pearson Product Moment Correlations with Perceived Value and Chi² 
results to determine the significance of the correlation differences between Low and 
High Employment levels. 
There is no significant difference between the CVP models for High- and Low-level 
employees. Both groups assign the same level of importance to the independent 
variables and their influence on the perceived value offering of MAC. The practical 
implication for MAC is that they do not need to adjust their value offering dependent 
on the target group. 
4.4.4.4 Conclusion 
In this section the sixth research objective of this study was achieved.  It was shown 
that, while there is a significant difference in the perceived performance of MAC in 
certain aspects, there is no significant difference between the perceived importance’s 
assigned to CVP factors by High- and Low-level Management. Recommended 
business practices based on the statistical analysis of the survey results were 
identified. 
In the next section the seventh research objective of the study, which is to establish if 
there is a significant difference between the importance assigned to CVP factors by 
Customers and Employees of the Turnkey PBO, will be addressed.  
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4.4.5 Establishing the significance of the difference between the importance 
assigned to CVP factors by Customers and Employees of the Turnkey PBO. 
4.4.5.1 Introduction to Research Objective 
The seventh research objective of this study is to establish if there is a significant 
difference between the importance assigned to CVP factors by Customers and 
Employees of the Turnkey PBO. All the research objectives and the accompanying 
statistical analysis performed to this point have been performed on data collected 
from customers of MAC. In order to achieve the seventh research objective primary 
data collected from employees of MAC is required.  
- RO7: Establish the significance of the difference between the importance 
assigned to CVP factors by Customers and Employees of the Turnkey PBO. 
As explained in Section 3.6.1.2, employees of MAC were asked to complete the 
same questionnaire as customers. They were however instructed not to complete the 
questions from their point of view, but to rather complete the questions from the 
customer’s point of view. In other words, they were asked to complete the 
questionnaire as if they were a customer of MAC. The objective of this was to gauge 
the employees perception of firstly, how well the organisation is performing regarding 
each identified factor and secondly, the relative importance of each independent 
variable and its effect on the perceived value offering of MAC. 
A total of 30 completed employee responses were received. A statistician was 
consulted who confirmed that there were enough respondents in each sub-group to 
perform statistically significant tests to compare the two sub-groups. For the 
remainder of this section the employees of MAC will be referred to as Employees and 
the customers of MAC will be referred to as Customers. 
4.4.5.2 Data Analysis of Variable Mean Values 
The objective of this section is to determine if Employees and Customers assigned 
significantly different values to any of the measured variables. If Employees for 
example, assigned significantly higher values to Design Quality for example, it would 
practically mean that they perceive MAC’s product design to be of higher quality than 
Customers do. MAC would then know to focus more of its efforts and resources on 
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improving its Service Quality. The objective is to align the performance perception of 
MAC’s employees and customers. 
This test for a significant difference between the two groups was performed by 
calculating Cohen’s d as described in Section 4.2.2.2. There is said to be a 
significant difference between groups if there is both a statistical and practical 
significance. Instances of this are highlighted in red in Table 4.8. 
Variable Group Mean S.D Difference t 
p  
(d.f. = 116) d 
Product Quality 
Customers 4.01 0.59 -0.16 -1.35 .180 0.29 
Employees 4.17 0.51       Small 
Design Quality 
Customers 3.95 0.58 -0.10 -0.89 .375 0.19 
Employees 4.05 0.46       Not 
Service Quality 
Customers 4.25 0.55 0.13 1.16 .247 0.25 
Employees 4.12 0.36       Small 
Trust 
Customers 4.02 0.54 -0.28 -2.56 .012 0.54 
Employees 4.29 0.43       Medium 
Joint Working 
Customers 3.85 0.60 -0.03 -0.21 .833 0.04 
Employees 3.88 0.50       Not 
Brand Equity 
Customers 4.19 0.55 -0.16 -1.47 .145 0.31 
Employees 4.36 0.41       Small 
Supplier Know-how and 
Technical Expertise 
Customers 3.96 0.62 -0.22 -1.70 .092 0.36 
Employees 4.17 0.51       Small 
Supplier Flexibility 
Customers 4.07 0.62 -0.23 -1.88 .063 0.40 
Employees 4.31 0.45       Small 
Supplier Commitment 
Customers 3.93 0.62 -0.27 -2.22 .028 0.47 
Employees 4.20 0.40       Small 
Core benefits 
Customers 4.12 0.61 -0.18 -1.45 .150 0.31 
Employees 4.30 0.50       Small 
Add-on Benefits 
Customers 3.93 0.57 -0.13 -1.17 .245 0.25 
Employees 4.07 0.45       Small 
Perceived Value 
  
Customers 3.79 0.61 -0.25 -1.91 .059 0.40 
Employees 4.03 0.59       Small 
Table 4.8 - t-Tests: 1st Level Factors and Perceived Value - Customers (n = 86) vs 
Employees (n = 30) 
As can be seen in Table 4.8, Employees rate the Trust and Supplier Commitment 
factors of MAC’s value offering higher than Customers do. What this practically 
means for MAC is that internally the organisation believes it is performing better in 
terms of Trust and Supplier Commitment than their customers do.  
Possible explanations for this could be that MAC’s offering in terms of Trust and 
Supplier Commitment is not effectively being communicated to their customers; or 
that the feedback that Employees are receiving from Customers in terms of Trust and 
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Supplier Commitment is insufficient or inaccurate. In either case it is recommended 
that MAC place more focus on improving this communication. It is recommended that 
MAC perform further research to determine what the root cause of this misalignment 
is. 
A positive outcome for MAC is that there is no significant and practical difference 
between Customer and Employee ratings for the vast majority of measured factors. 
The practical implication for MAC is that there is alignment between the performance 
perception of Employees and Customers in terms of the organisation’s value offering. 
4.4.5.3 Data Analysis of Correlation Values 
The previous section investigated whether Employees and Customers perceived and 
thus assigned significantly different values to any of the measured variables. This 
section will investigate whether there is a significant difference between the 
independent- to dependent variable correlations as perceived by Employees and 
Customers. 
If there is a significant difference between the correlation values of the two groups it 
would practically mean that the value proposition for Employees and Customers are 
different. In other words, the two groups would have different perceptions of the 
importance of the various independent variables and the influence they have on the 
perceived value gained from MAC’s offering. Once this is known MAC would know if 
it needs to adjust its value offering to be better aligned with the needs of the market. 
With the exception of Supplier Know-how and Technical Expertise, the calculated 
correlations have shown to be statistically and practically significant at a 0.05 
confidence level. Chi² and Cramér's V tests have been conducted to determine the 
significance of the correlation differences between samples from Customers and 
Employees. Practically significant differences, where Cramér's V is higher than 0.10, 
have been highlighted in red in Table 4.9. 
Statistical analysis revealed significantly higher correlation values in the Customer 
sample for Supplier Know-how and Technical Expertise, Supplier Flexibility and 
Supplier Commitment. These are all 1st Level Factors of the 2nd Level Factor Supplier 
Characteristics. There is therefore a significant difference between the CVP models 
for Customers and Employees. The two groups do not assign the same level of 
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importance to all the independent variables and their influence on the perceived 
value offering of MAC.  
  
Total 
Sample 
(n = 116;  
rcrit = .182) 
Customers 
(n = 86;  
rcrit = .212) 
Employees 
(n = 30;  
rcrit = .361) 
Chi² 
p 
(d.f. 
= 1) 
Cramér's 
V 
Product Quality .607 .661 .385 3.07 .080 n.a. 
Design Quality .591 .578 .633 0.16 .693 n.a. 
Service Quality .586 .670 .416 2.76 .096 n.a. 
Trust .686 .697 .593 0.66 .417 n.a. 
Joint Working .744 .764 .716 0.23 .633 n.a. 
Brand Equity .695 .735 .514 2.80 .094 n.a. 
Supplier Know-how 
and Technical 
Expertise .572 .642 .256 5.10 .024 0.21 
Supplier Flexibility .706 .771 .406 7.14 .008 0.25 
Supplier 
Commitment .732 .787 .467 6.34 .012 0.23 
Core benefits .635 .690 .399 3.69 .055 n.a. 
Add-on Benefits .733 .774 .571 2.96 .085 n.a. 
Purchase Price .554 .553 .534 0.01 .904 n.a. 
Table 4.9 - Pearson Product Moment Correlations with Perceived Value and Chi² 
results to determine the significance of the correlation differences between 
Customers and Employees. 
The practical implication for MAC is that they need to adjust their value offering as 
Customers assign higher importance to the various Supplier Characteristics than the 
organisation’s employees do. In order to best meet the needs of their market MAC 
will need to increase the perceived importance that their employees believe 
customers place on Supplier Know-how and Technical Expertise, Supplier Flexibility 
and Supplier Commitment.  
It is interesting to note that, as discussed in Section 4.4.5.2, Customer and 
Employees assign the same performance measurement to two of these factors 
namely Supplier Know-how and Technical Expertise and Supplier Flexibility. This 
means that MAC does not need to increase their offering with regard to these 
variables by for example, employing additional highly technically skills personnel. All 
that is required is that more awareness is placed on the importance of these factors 
and their influence on the CVP. 
125 
 
The 3rd factor, Supplier Commitment, did however receive a lower performance rating 
from Customers than Employees. In Section 4.4.3.3 it was also shown that this factor 
has the largest correlation to Perceived Value and is therefore the most important 
factor in the value offering of MAC.  MAC should therefore place high importance on 
and invest in improving their offering in this regard (staff training for example) as well 
as increase the importance that their employees place on this factor. 
Important to note is that there is alignment between the perceived importance 
Customers and Employees place on the majority of the independent variables. 
Product Quality, Design Quality, Service Quality, Trust, Joint Working, Brand Equity, 
Core benefits, Add-on Benefits and Purchase Price all do not show a significant 
difference in correlation to Perceived Value. 
4.4.5.4 Conclusion 
In this section the seventh research objective of this study was achieved.  It was 
shown that there is a significant difference in the perceived performance of MAC by 
Customers and Employees in certain aspects. It was also shown that, while there is 
alignment between the importance Employees and Customers place on the majority 
of independent variables, there is misalignment with regard to the various Supplier 
Characteristics. Supplier Commitment was shown to be the factor that requires the 
most attention as: it has the biggest influence on the perceived value gained from 
dealing with MAC; Customers rate the organisations performance in this regard lower 
than employees do and Employees assign lower importance to this factor than 
Customer do. Recommended business practices based on the statistical analysis of 
the survey results were identified. 
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4.5 Summary 
This chapter comprised of the analysis and interpretation of the primary data starting 
with descriptive statistics and then moved onto inferential statistics in order to answer 
RQ4, RQ5, RQ6 and RQ7.  The chapter addressed RQ4 which states “What 
relationships between independent and dependent variables can be verified through 
the empirical evaluation of the proposed model for the CVP of a Turnkey PBO in the 
Eastern Cape?”, RQ5 which states “Which factors in the proposed CVP model for a 
Turnkey PBO in the Eastern Cape have a higher correlation to perceived value than 
other identified factors?”, RQ6 which states “What is the significance of the difference 
between the perceived importances assigned to CVP factors by High- and Low-level 
Management?” and RQ7 which states “What is the significance of the difference 
between the importance assigned to CVP factors by Customers and Employees of 
the Turnkey PBO?”. This chapter achieved the objectives of conducting an empirical 
evaluation of the proposed CVP model in order to accept or reject the formulated 
hypotheses (RO4), establishing the correlation between the various factors in the 
proposed CVP model and perceived value (RO5), establishing the significance of the 
difference between the perceived importances assigned to CVP factors by High- and 
Low-level Management (RO6) and establishing the significance of the difference 
between the importance assigned to CVP factors by Customers and Employees of 
the Turnkey PBO (RO7). 
In the next chapter a summary of the research findings based on the empirical survey 
will be presented. Limitations of the Study, recommendations and additional research 
opportunities will also be presented in the final chapter. 
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Chapter 5 
5 CHAPTER 5: FINDINGS, RECOMMENDATIONS AND CONCLUSIONS 
5.1 Introduction 
Organisational growth is an important precondition for both achieving financial goals 
and to ensure the longevity of an organisation (Pasanen, 2007). Product 
Development was selected as a growth strategy by MAC as it had already fully 
saturated the existing market with current products and also fully penetrated the 
South African Market. The decision was made to grow the organisations relatively 
small Project Division. 
Understanding customer needs is crucial in order for new products to be successful 
in a target market (Soni and Cohen, 2004) thereby capitalising on the available 
growth potential. Turnkey Projects is a new product in the organisation’s existing 
market. It is therefore important that the organisation investigates the customer 
needs for this particular product. 
Customer value is the net gain that a customer perceives when purchasing a 
product. The perceived value is the trade-off between the cost of the product and the 
benefits it provides (Ahola, et al., 2008, 2013; Corsaro and Snehota, 2010; Davis, et 
al., 2002; Keränen and Jalkala, 2013; Lindgreen and Wynstra, 2005; Menon, et al., 
2005; Payne and Frow, 2013; Sanchez-Fernandez and Iniesta-Bonillo, 2007; Terho, 
et al., 2012; Ulaga and Eggert, 2006; Yang and Peterson, 2004). In order to maintain 
customer interest it is vital that customers perceive high value in the product offering 
of MAC. This value perception is referred to as the Customer Value Proposition 
(CVP) of the organisation. 
The introduction of a new product, Turnkey Projects, has introduced new and 
unknown costs and benefits for MAC. These factors, as well as the perceived 
importance of each, need to be identified to ensure that the organisations strategy 
can provide these characteristics to ensure a fit to what is expected by the customer.  
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The main research objective (ROM) of this study was to perform a Market Needs 
Analysis (MNA) in order to identify which factors influence the CVP of a Turnkey 
Project Based Organisation (PBO) in the Eastern Cape. 
Section 5.2 presents a summary of the main findings established by answering the 
secondary research questions and meeting the secondary research objectives. 
Section 5.3 summarises the contribution this research has made to the existing body 
of knowledge on the subject of CVP models for Turnkey PBOs. Section 5.4 presents 
possible avenues for future research studies while Section 5.5 the limitations of the 
study. Section 5.6 conveys the managerial recommendations for MAC that are drawn 
from the main findings of this study which are followed by a chapter summary in 
Section 5.7. An overview of this chapter can be seen in Figure 5.1. 
 
Figure 5.1 - Overview of Chapter 5 
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5.2 Summary of the Research Questions 
Seven research questions were identified and investigated in order to address the 
main research question of this research study. This section contains summaries of 
these investigations. 
The main research question of the research was stated as, “Which factors influence 
the CVP of a Turnkey PBO in the Eastern Cape?” Seven sub-questions (RQ1 to RQ7) 
were identified and investigated in order to suggest solutions to this main problem. 
These sub-questions were as follows: 
- RQ1 identified and investigated the available literature in order to determine 
the significance of conducting a MNA for a Turnkey PBO in the Eastern Cape; 
- RQ2 identified and investigated the available literature in order to determine 
which factors would be included in a proposed model for the CVP of Turnkey 
PBO in the Eastern Cape; 
- RQ3 identified and provided a detailed description of the research 
methodology in order to understand and reproduce this research study in 
future; 
- RQ4 investigated and analysed results obtained from the empirical evaluation 
of the proposed model for the CVP of a Turnkey PBO in the Eastern Cape in 
order to accept or reject the formulated hypotheses; 
- RQ5 identified which factors in the proposed CVP model for a Turnkey PBO in 
the Eastern Cape have a higher correlation to perceived value than other 
identified factors?; 
- RQ6 investigated what the significance of the difference between the 
perceived importance’s assigned to CVP factors by High- and Low-level 
Management is; and 
- RQ7 investigated what the significance of the difference difference between 
the perceived importance’s assigned to CVP factors by employees and 
customers of MAC is. 
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5.2.1 Research Question RQ1 
The first research question was stated as, “What is the significance of conducting a 
MNA for a Turnkey PBO in the Eastern Cape?”. In order to successfully answer this 
research question, a literature study was conducted in Chapter 2 which discussed 
the concepts of Projects, PBOs and Turnkey PBOs in the first section of the chapter. 
Benefits of adding services to a PBO’s portfolio were identified in literature.  The 
importance of understanding customer needs was highlighted; workload 
inconsistency problems faced by PBOs were discussed and the importance of project 
marketing to create demand for the offering of the PBO was identified. 
The following section discussed organisational buying behaviour of turnkey projects. 
The importance and suitability of a business partner relationship between the 
customer and PBO in a turnkey project environment was emphasised. The difference 
between marketing of industrial products in a (Business-to-Business) B2B 
environment and the marketing of consumer products was explained.  The fact that 
business buyers are less emotional and more rational about purchasing decisions 
and are more concerned with specific, tangible and measurable benefits of the 
products was highlighted. The key objective was establishing, in literature, that an 
organisation that fully understands and is able to meet most of the customer- or 
market needs will be awarded the business. 
The various competitive strategies available to organisations were then discussed. A 
focussed differentiation strategy where focus is placed on providing a well-defined 
niche market of customers with a product, consisting of goods and/or services, which 
meet their unique requirements, was identified as best suited to PBOs. This 
highlighted how important an understanding of customer needs is in order for an 
organisation offering to be successful in a target market. The fact that markets are 
constantly changing requires identification of market needs to be an on-going 
process. 
The significance of conducting a MNA for a Turnkey PBO in the Eastern Cape was 
identified and discussed in Chapter 2. 
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5.2.2 Research Question RQ2 
The second research question was stated as, “Which factors would be included in a 
proposed model for the CVP of Turnkey PBO in the Eastern Cape?”. The literature 
study was continued to the last section of chapter 2. The concept of customer value 
was explained as the perceived value that the customer gains when purchasing a 
product. The importance of defining the value proposition from the customers’ point 
of view was highlighted. An organisations ability to provide and deliver superior 
customer value was shown, out of past literature, to be required for the long term 
growth and increased profitability of an organisation.  The tendency for organisations 
to shift from a goods-dominant logic towards a solutions-dominant logic in order to 
increase customer value and increase competitive advantage was identified. The 
difficulties with evaluating what kind of value customers perceive from these complex 
service intensive offerings were highlighted. It was shown that competitive 
advantage, customer loyalty, organisational success, long term growth and increased 
profit is fundamentally dependant on providing and delivering superior customer 
value.  
The last section of Chapter 2 answered RQ2 by identifying, out of literature, 
characteristics affecting the CVP as: Product Characteristics (Design, Product and 
Service Quality), Relational Characteristics (Trust and Joint Working), Supplier 
Characteristics (Brand Equity, Supplier Technical Expertise, Supplier Flexibility and 
Commitment), Benefits (Core and Add-on Benefits) and Sacrifices (Purchase Price). 
5.2.3 Research Question RQ3 
The third research question was stated as, “How can a detailed description of the 
research methodology be provided in order to understand and reproduce this 
research study in future?”, RQ3 was answered in Chapter 3 where the research 
methodology followed for this study was described in depth. The positivistic and 
quantitative paradigm of this research was discussed. The design of the measuring 
instrument, the research approach and how the empirical study was conducted were 
described.  
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5.2.4 Research Question RQ4 
The fourth research question was stated as, “What relationships between 
independent and dependent variables can be verified through the empirical 
evaluation of the proposed model for the CVP of a Turnkey PBO in the Eastern 
Cape?”. Chapter 4 started by describing the various univariate and multivariate data 
analysis and interpretation methods that would be used in this study. 
In Section 4.3 the chapter continued by illustrating and discussing the demographic 
data captured during the empirical study. The various 1st Level Factors, 2nd Level 
Factors and the Dependent Variable was illustrated and discussed using mainly 
descriptive statistics such as frequency distributions. RQ4 was answered in Section 
4.4.2 where the hypothesised relationships were verified and accepted by using 
inferential statistics in the form of Pearson Coefficients. 
5.2.5 Research Question RQ5 
The fifth research question was stated as, “Which factors in the proposed CVP model 
for a Turnkey PBO in the Eastern Cape have a higher correlation to perceived value 
than other identified factors?”. RQ5 was answered in Section 4.4.3 where Pearson’s 
product-moment correlation coefficient was used to establish the correlation between 
the various 1st Level Factors, 2nd Level Factors and Perceived Value in the proposed 
CVP model. This was done in order to measure the linear association between these 
variables and identify the relative importance of each. Recommended business 
practices based on the statistical analysis of the survey results were identified. 
5.2.6 Research Question RQ6  
The sixth research question was stated as, “What is the significance of the difference 
between the perceived importances assigned to CVP factors by High- and Low-level 
Management?”. RQ6 was answered in Section Error! Reference source not found. where 
it was shown that, while there is a significant difference in the perceived performance 
of MAC in certain aspects, there is no significant difference between the perceived 
importance’s assigned to CVP factors by High- and Low-level Management. 
Recommended business practices based on the statistical analysis of the survey 
results were identified. 
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5.2.7 Research Question RQ7 
The seventh research question was stated as, “What is the significance of the 
difference between the importance assigned to CVP factors by Customers and 
Employees of the Turnkey PBO?”. RQ7 was answered in Section 4.4.5 where it was 
shown that there is a significant difference in the perceived performance of MAC by 
Customers and Employees in certain aspects. It was also shown that, while there is 
alignment between the importance Employees and Customers place on the majority 
of independent variables, there is misalignment with regard to the various Supplier 
Characteristics. Supplier Commitment was shown to be the factor that requires the 
most attention as: it has the biggest influence on the perceived value gained from 
dealing with MAC; Customers rate the organisations performance in this regard lower 
than Employees do and Employees assign lower importance to this factor than 
Customers. Recommended business practices based on the statistical analysis of 
the survey results were identified. 
5.2.8 Main Research Question RQm 
The main research question of the research was stated as, “Which factors influence 
the CVP of a Turnkey PBO in the Eastern Cape?”. Seven sub-questions (RQ1 to 
RQ7) were identified and investigated in order to suggest solutions to this main 
problem. 
RQm was answered through the development and statistical acceptance of the 
hypothesised CVP model depicted in Figure 5.2. This model identified the following 
factors as having an influence on the CVP of a Turnkey PBO in the Eastern Cape: 
Product Characteristics (Design, Product and Service Quality), Relational 
Characteristics (Trust and Joint Working), Supplier Characteristics (Brand Equity, 
Supplier Technical Expertise, Supplier Flexibility and Commitment), Benefits (Core 
and Add-on Benefits) and Sacrifices (Purchase Price).  
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5.3 Summary of Contributions 
This research study has made the following contributions to the existing body of 
knowledge on the subject of CVP models for Turnkey PBOs: 
- A new proposed CVP model for Turnkey PBOs in the Eastern Cape has been 
presented. The model is based on reviewed literature on PBOs, Industrial 
Marketing, MNA and CVP; 
- A measuring instrument to gauge the CVP of Turnkey PBOs was developed; 
- Misalignments between the performance of the organisation regarding certain 
factors as perceived by employees and customers of the organisation in 
question were identified. Corrective actions were recommended; 
- Misalignments between value perceptions of employees and customers of the 
organisation in question were identified. Corrective actions were 
recommended; and 
- A CVP model has been developed which can be used by marketing 
practitioners in Turnkey PBOs in order to identify gaps or misalignments 
between their employees and industry expectations. This framework is 
depicted in Figure 5.2. 
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Joint Working
Brand Equity
Supplier Flexibility
Supplier Know-how and 
Technical Expertise
Trust
Service Quality
Design Quality
Product Quality
Commitment of the Supplier
Core benefits
Add-on benefits
Perceived Value
Product Characteristics
Relational Characteristics
Supplier Characteristics
Benefits
Purchase Price
/ Sacrifices
0.931
0.914
0.853
0.900
0.920
0.904
0.909
0.929
0.937
0.934
0.925
H1
0.706
H2
0.804
H3
0.797
H5
0.553
First Level Factors / 
Independent Variables
Second Level Factors Dependent Variable
H4
0.786
 
Figure 5.2 - CVP Model for Turnkey PBOs in the Eastern Cape. 
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5.4 Opportunities for Future Research 
A number of opportunities for future research have been identified throughout the 
research process of this study. Some of these research opportunities are outlined 
below:  
- Future research can be performed by applying this CVP model in other 
Turnkey PBOs in order to obtain a larger sample size so that quantitative 
statistical analysis of the model can be further evaluated; 
- Future research to confirm this exploratory research can be performed utilising 
factor analysis with a larger sample size; 
- An in-depth research study could be conducted to identify why customers and 
employees of the organisation perceive a difference in performance in terms 
of certain factors; 
- An in-depth research study could be conducted to identify methods and 
strategies to better align the market needs as perceived by the organisation 
and the actual market needs of the customers of the organisation; and 
- An in-depth research study could be conducted to confirm if an organisation 
continue to grow as expected if better align their value offering to the needs of 
the market as determined by this study. 
5.5 Limitations of the Study 
A weakness or deficiency in the research is described as a limitation (Collis and 
Hussey, 2009). The following have been identified as limitations of this study: 
 The respondents of the study were concentrated in the Eastern Cape Province 
due to the majority of MAC’s customers being located in this region. If this 
study were to be repeated in another geographic location the results may 
differ; 
 Positivistic and quantitative research is limited by the inability to extract further 
detail which may be revealed by the limited available responses of 
respondents; 
 Distribution of links to online questionnaires to respondents via e-mail limits 
the amount of control which the researcher has over the response rate. The 
number of questions had to be kept to a minimum to maintain the respondent’s 
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willingness to answer the questions; 
 Whilst the use of an online survey tool assisted in guaranteeing the anonymity 
of the respondent, ensured that questionnaires where completed fully and 
simplified the data capturing process, respondents are sceptical about 
following online links received via e-mail. This is especially the case when the 
objective of the e-mail is to collect personal information. This scepticism could 
be a contributing factor for the low response rate; 
 The fact that the primary method of data collection, the online survey, required 
internet access could be a contributing factor for the low response rate as not 
all potential respondents necessarily had access to the internet due to their 
employers internet policies; and 
 This study was limited to the customers of MAC that have been exposed to the 
products and services of the organisation within the last two years. It is 
therefore possible that the outcome of this study might be different if a similar 
study is performed on customers of another Turnkey PBO. 
5.6 Managerial Recommendations for My Automation Company (MAC) 
Throughout this research study various practical business recommendations for the 
organisation in question, MAC, were identified. These recommendations were based 
on reviewed literature as well as the results of statistical analysis of the survey 
results. 
5.6.1 Importance of Relational Characteristics 
Relational Characteristics were found to have a strong impact on the perceived value 
offering of a Turnkey PBO. This finding suggests that customers place high value on 
the business-to-business relationship that exists between customer and supplier.  
MAC should ensure that they place high value on performance regarding the 
customer relationship. Practical recommendations include staff training to improve 
relational skills as well as awareness. The organisation should also consider 
investing in a Customer Relationship Management System. 
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5.6.2 Relatively high importance of Add-on Benefits, Supplier Flexibility, Joint 
Working and Brand Equity 
Factors that have a higher correlation to perceived value than others were identified 
as Supplier Commitment, Add-on Benefits, Supplier Flexibility, Joint Working and 
Brand Equity. These factors are possibly seen as factors that differentiate PBOs from 
competitors as they have higher correlation strength to Perceived Value. 
What this practically means for MAC is that they should place higher importance and 
allocate more resources to increasing their offering in terms of these identified factors 
than the other independent variables as any perceived change (increase or 
decrease) in these variables will have a more significant effect on their CVP.  
5.6.3 Relatively lower importance of Trust, Core benefits, Service Quality, Product 
Quality, Supplier Know-how and Technical Expertise, Design Quality and 
Purchase Price 
Factors that have a weaker correlation to perceived value than others were identified 
as Trust, Core benefits, Service Quality, Product Quality, Supplier Know-how and 
Technical Expertise, Design Quality and Purchase Price. A possible explanation is 
that customers view these factors as Order Qualifiers (OQs) or standard 
requirements that they expect from all suppliers.  
MAC should review how much resources they allocate and importance they assign to 
these factors as any perceived change in these variables will have a much smaller 
effect on the organisation’s CVP. While it is important to meet the minimum 
requirements relating to these factors as they are seen as OQs, any additional 
resources should rather be allocated to improving performance of factors identified in 
Section 5.6.2. 
5.6.4 Price sensitivity of target market 
Purchase Price was shown to have the weakest, but still significant, correlation to 
Perceived Value of all factors surveyed. This indicates that the target market of MAC 
is not very price sensitive. 
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A practical recommendation for MAC is not to follow a low price strategy to win 
orders but rather concentrate on improving their performance related to the various 
factors shown to have a high correlation to perceived value and improving their 
marketing department’s effectiveness in communicating this performance to their 
target market. 
Following this proposed strategy will assist in MAC being awarded more business 
while simultaneously increasing profitability. 
5.6.5 Importance of Add-on Benefits 
Add-on benefits were shown to have a much larger influence on Perceived Value 
than Core benefits. A possible explanation for this finding is that, although Core 
benefits are significant drivers of Perceived Value, it is seen as a prerequisite to 
qualify as a supplier and is therefore expected. Add-on benefits appear to 
differentiate the value offering of qualifying PBOs from one another.  
MAC should ensure that they are able to provide the Core benefits to qualify as a 
vendor while concentrating any additional resources on Add-on benefits in order to 
differentiate themselves and assist in securing business. 
5.6.6 Difference in organisation performance as perceived by different Employee 
Levels 
It was founds that there is a significant difference between the value that is assigned 
to the 1st Level Factors Service Quality, Joint Working, Brand Equity, Supplier 
Commitment, Core benefits and Add-on benefits by High-hierarchy-level and Low-
hierarchy-level employees. In all these instances the Low-level employees rated 
MAC’s offering higher than High-level employees did.  
A possible explanation for this is that Low-level employees have more direct and 
constant access to MAC’s products and services where they are exposed to both the 
positive and negative aspects of the offering. High-level employees are more than 
likely only exposed to the negative aspects of MAC’s offering as, as is the nature of 
most businesses, High-level employees only get actively involved when substantial 
problems are experienced. This theory is supported when taking the specific 
identified variables into account. Service Quality, Joint Working, Benefits and 
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Supplier Commitment are all components of My Automation’s Company’s offering 
that Low-level employees will be more exposed to and affected by, than High-level 
employees.  
A recommendation that can be made is that MAC should develop and implement 
methods to create awareness of their achievements and performance amongst High-
level customers. 
5.6.7 No difference in CVP model between High- and Low Employee Levels 
It was found that there is no significant difference between the CVP models for High- 
and Low-level employees. Both groups assign the same level of importance to the 
independent variables and their influence on the perceived value offering of MAC.  
The practical implication for MAC is that they do not need to adjust their value 
offering dependent on the target group. 
5.6.8 Difference in organisation performance as perceived by customers and 
employees 
It was found that employees of MAC rate the Trust and Supplier Commitment factors 
of the organisation’s value offering higher than Customers do. What this practically 
means for MAC is that internally the organisation believes it is performing better in 
terms of Trust and Supplier Commitment than their customers do.  
Possible explanations for this could be that MAC’s offering in terms of Trust and 
Supplier Commitment is not effectively being communicated to their customers; or 
that the feedback that Employees are receiving from Customers in terms of Trust and 
Supplier Commitment is insufficient or inaccurate.  
A recommendation that can be made is that MAC place more focus on improving this 
communication and that they perform further research to determine what the root 
cause of this misalignment is. 
5.6.9 Misalignment of the perceived importance of Supplier Characteristics 
When comparing the CVP model for the employees and customers of MAC it was 
found that there are significantly higher correlation values in the Customer sample for 
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Supplier Know-how and Technical Expertise, Supplier Flexibility and Supplier 
Commitment. These are all 1st Level Factors of the 2nd Level Factor Supplier 
Characteristics.  
The practical implication for MAC is that they need to adjust their value offering as 
Customers assigns higher importance to the various Supplier Characteristics than 
the organisation’s employees do. In order to best meet the needs of their market 
MAC will need to increase the perceived importance that their employees believe 
customers place on Supplier Know-how and Technical Expertise, Supplier Flexibility 
and Supplier Commitment.  
5.6.10 Supplier Commitment identified as factor that requires most attention 
Supplier Commitment was shown to be the factor that requires the most action from 
MAC as: 
- This factor has the largest correlation to Perceived Value and therefore has 
the largest impact on the value offering of MAC; 
- There was a lower correlation to Perceived Value in the Employee sample 
than in the Customer sample which indicates that Customers deem this factor 
more important that Employees do; and 
- Customers assigned a lower performance rating to Supplier Commitment than 
Employees did which indicates that Employees believe that they are 
performing better with regard to this factor that Customers do. 
It is recommended that MAC place high importance on and invests in improving their 
offering in this regard, communicating their offering to customers as well as increase 
the importance that their employees place on this factor. 
5.6.11 Alignment found between customer and employee perception of organisation 
performance 
A positive outcome for MAC is that there was no significant and practical difference 
found between Customer and Employee performance ratings for the vast majority of 
measured factors. The practical implication for MAC is that there is alignment 
between the performance perception of Employees and Customers in terms of the 
organisation’s value offering. 
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5.6.12 Alignment found between customer and employee CVP model 
A positive outcome for MAC is that it was found that there is alignment between the 
perceived importance Customers and Employees place on the majority of the 
independent variables. Product Quality, Design Quality, Service Quality, Trust, Joint 
Working, Brand Equity, Core benefits, Add-on Benefits and Purchase Price all do not 
show a significant difference in correlation to Perceived Value. The practical 
implication for MAC is that there is alignment between the perceived importance that 
Employees and Customers place on the various factors in the organisation’s value 
offering. 
5.7 Summary 
The main objective of this research was to identify which factors influence the CVP of 
a Turnkey PBO in the Eastern Cape. The deliverables to achieve this included: 
- Performing a literature study on PBOs, Industrial Marketing, MNA and the 
CVP; 
- Developing a proposed model for the CVP of Turnkey PBO in the Eastern 
Cape; 
- Explaining the research methodology used for this research study with 
sufficient detail to allow it to be reproduced in future; 
- Conducting an empirical evaluation of the proposed CVP model; 
- Establishing the correlation between the various factors in the proposed CVP 
model and perceived value in order to accept or reject the formulated 
hypotheses; 
- Establishing if there is a significant difference between the perceived 
importance’s assigned to CVP factors by High- and Low-level Management; 
and 
- Establishing if there is a significant difference between the importances 
assigned to CVP factors by Customers and Employees of the Turnkey PBO. 
This study concluded in the development of a CVP model that indicated not only 
which factors influence the CVP of a Turnkey PBO in the Eastern Cape but also the 
effect that each of the identified factors has on perceived value. 
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The core problem to be addressed by this research, which is that the current and 
future market needs have not been adequately researched for Turnkey PBO’s in the 
Eastern Cape, has been effectively addressed. 
Recommendations were made to areas where this model could be improved, 
opportunities for further research were outlined, limitations of this study were 
identified and managerial recommendations based on this study were made. 
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7 APPENDICES 
7.1 Appendix A: Questionnaire 
Dear Respondent  
I am studying towards my MBA (Masters in Business Administration) degree at the Nelson 
Mandela Metropolitan University Business School.  I am conducting research on the factors 
that influence the perceived value of services and products in the industrial automation 
industry. I believe that my study will make an important contribution to the understanding 
and improvement of the value offering to customers in the automotive industry in South 
Africa. 
You are part of our selected sample of respondents whose views we seek on the above-
mentioned matter.  We would therefore appreciate it if you could answer all the questions. It 
should not take more than fifteen minutes of your time and we want to thank you in advance 
for your co-operation. 
There are no correct or incorrect answers. Please answer the questions as accurately as 
possible. For each statement, tick the number which best describes your experience or 
perception.  For example, if you strongly agree with the statement, tick the far right box.  If 
you strongly disagree with the statement, tick the far left box.  Tick only one answer for 
each statement and answer all the questions please.  Please note also that the 
organisation “S4 Integration” is referred to as “S4” in the survey. 
Please note also that your participation in this study is entirely voluntary and that you have 
the right to withdraw from the study at any stage. 
Thank you very much.  
Stefan Buys 
 
To verify the authenticity of the study, please contact Dr. Margaret Cullen at +27 (0)41 504 
3772 or Margaret.Cullen@nmmu.ac.za. 
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Please place a tick next to selection. One tick per question. Complete all questions. 
1 of 14. Demographic Data 
 
1.1 
Gender Male Female 
  
 
 
 
1.2 Education Level / Highest 
Degree 
No Schooling 
Completed 
High School College 
National 
Diploma 
    
 
Bachelors 
Degree 
Post-
graduate  
Degree 
Other 
   
 
 
 
1.3 Age 18 - 24 25 - 34 35 - 44 45 - 54 55 + 
     
 
 
 
1.4 Geographical 
Location 
Please specify country if 
outside of South Africa. 
Eastern Cape 
Free 
State 
Gauteng 
 
KwaZulu-
Natal 
 
Limpopo 
 
     
Mpumalanga 
 
Northern 
Cape 
North 
West 
 
Western 
Cape 
Country 
Outside 
SA 
     
Country if outside SA: 
 
 
 
1.5 
Have you been exposed to S4's products and/or 
services in the last 2 years? 
 
Yes No 
  
 
 
1.6 Years in Industry < 1 
year 
1 – 2 
years 
3 – 5 
years 
6 – 10 
years 
11 – 15 
years 
16 + 
years 
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1.7 Years in Current Position < 1 
year 
1 – 2 
years 
3 – 5 
years 
6 – 10 
years 
11 – 15 
years 
16 + 
years 
      
 
 
1.8 Company where you are employed *  
 
 
 
1.9 Current Job Title   
 
 
 
1.10 Employment Level Not 
Manage-
ment Level 
Low Level 
Manage-
ment 
Middle Level 
Manage-
ment 
Top Level 
Manage-
ment 
Director 
     
 
 
 
1.11 
Is your company a multi-national 
organisation? 
Yes No 
  
 
 
 
1.12 How many branches / 
facilities does your 
company have in Arica? 
1 - 2 
branches 
3 – 5 
branches 
6 – 10 
branches 
11 – 15 
branches 
16 + 
branches 
     
 
 
 
1.13 Company size in 
number of 
employees 
1 – 50 
employees 
51 – 200 
employees 
201 – 2000 
employees 
2001 – 4999 
employees 
5000 + 
employees 
     
 
 
 
1.14 Manufacturing supply chain 
level 
Please specify if other. 
OEM 
1
st
 Tier 
Supplier 
2
nd
 Tier 
Supplier 
3
rd
 Tier 
Supplier 
Other 
     
Other: 
 
*  Fields marked with an asterisk are optional. 
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Please indicate how strongly you agree or disagree with each statement by either 
highlighting or placing one tick next to each statement. Complete all questions. 
2 of 14. Product Characteristics: Product Quality 
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g
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A
g
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e
 
2.1 
The product supplied by S4 does what it 
is supposed to do / it fulfills its purpose. 
1 2 3 4 5 
2.2 The product supplied by S4 is reliable. 1 2 3 4 5 
2.3 The product supplied by S4 conforms to 
our engineering specifications. 
1 2 3 4 5 
2.4 The product supplied by S4 is of high 
quality. 
1 2 3 4 5 
2.5 Compared to our alternative suppliers, 
products from S4 meet our quality 
standards better. 
1 2 3 4 5 
2.6 Compared to our alternative suppliers, 
products from S4 are less likely to give 
us problems. 
1 2 3 4 5 
 
3 of 14. Product Characteristics: Design Quality 
 
S
tr
o
n
g
ly
 
D
is
a
g
re
e
 
D
is
a
g
re
e
 
N
e
u
tr
a
l 
A
g
re
e
 
S
tr
o
n
g
ly
 
A
g
re
e
 
3.1 
The product design allows S4’s 
systems/equipment to fulfill its intended 
purpose. 
1 2 3 4 5 
3.2 The products supplied by S4 rarely have 
design flaws. 
1 2 3 4 5 
3.3 I am confident in S4’s design capability. 1 2 3 4 5 
3.4 The products supplied by S4 are 
ergonomically designed. 
1 2 3 4 5 
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3.5 The design of S4’s products is of high 
quality. 
1 2 3 4 5 
 
4 of 14. Product Characteristics: Service Quality 
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4.1 S4 employees are friendly. 1 2 3 4 5 
4.2 S4 employees are very knowledgeable. 1 2 3 4 5 
4.3 We are able to reach S4 employees 
whenever we need them. 
1 2 3 4 5 
4.4 We receive prompt answers to our 
enquiries from S4's staff. 
1 2 3 4 5 
4.5 The advice we get from S4's staff is 
always useful. 
1 2 3 4 5 
4.6 The suggestions we get from S4's staff 
are always useful. 
1 2 3 4 5 
4.7 Our problems are always quickly 
resolved by S4's staff. 
1 2 3 4 5 
 
5 of 14. Relational Characteristics: Trust 
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5.1 
We trust that S4 keeps our best interests 
in mind. 
1 2 3 4 5 
5.2 S4 keeps promises it makes to our 
company. 
1 2 3 4 5 
5.3 We believe the information that S4 
provides to us. 
1 2 3 4 5 
5.4 S4 is trustworthy. 1 2 3 4 5 
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5.5 We find it necessary to be cautious when 
dealing with S4. 
1 2 3 4 5 
 
6 of 14. Relational Characteristics: Joint Working 
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6.1 Our two companies jointly make many 
important technical decisions that might 
impact our relationship with each other. 
1 2 3 4 5 
6.2 In many cases, our two companies 
mutually agree before making major 
technical decisions that might impact our 
relationship with each other. 
1 2 3 4 5 
6.3 Our two companies jointly solve many of 
our technical problems. 
1 2 3 4 5 
6.4 Both companies actively provide input 
into the product's design process. 
1 2 3 4 5 
6.5 Compared to our alternative suppliers, 
we have a better working relationship 
with S4. 
1 2 3 4 5 
6.6 Compared to our alternative suppliers, 
there is a better interaction between S4’s 
people and ours. 
1 2 3 4 5 
6.7 Compared to our alternative suppliers, 
S4 gives us a greater feeling of being 
treated as an important customer. 
1 2 3 4 5 
 
7 of 14. Supplier Characteristics: Brand Equity 
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7.1 I would recommend S4 to a colleague. 1 2 3 4 5 
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7.2 I will purchase products from S4 for 
upcoming projects. 
1 2 3 4 5 
7.3 I would say positive things about S4 to 
other people. 
1 2 3 4 5 
7.4 S4 has a reputation for reliability. 1 2 3 4 5 
7.5 I have confidence in S4 and its products. 1 2 3 4 5 
7.6 S4 has a good reputation. 1 2 3 4 5 
 
8 of 14. Supplier Characteristics: Supplier Know-how and Technical Expertise 
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8.1 Compared to our alternative suppliers, 
S4 provides us with better access to their 
expertise. 
1 2 3 4 5 
8.2 S4 knows how to improve our existing 
facilities. 
1 2 3 4 5 
8.3 S4 is familiar with new technologies. 1 2 3 4 5 
8.4 S4 assists us to drive innovation in our 
manufacturing facilities. 
1 2 3 4 5 
8.5 S4 are technical experts in their industry. 1 2 3 4 5 
 
9 of 14. Supplier Characteristics: Flexibility of the supplier 
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9.1 S4 is flexible enough to handle 
unforeseen problems. 
1 2 3 4 5 
9.2 S4 handles changes well. 1 2 3 4 5 
9.3 S4 is flexible in response to requests we 
make. 
1 2 3 4 5 
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9.4 S4 is accommodating when our 
requirements change. 
1 2 3 4 5 
9.5 S4 designs their products with flexibility 
for future changes in mind. 
1 2 3 4 5 
 
10 of 14. Supplier Characteristics: Commitment of the Supplier 
 
S
tr
o
n
g
ly
 
D
is
a
g
re
e
 
D
is
a
g
re
e
 
N
e
u
tr
a
l 
A
g
re
e
 
S
tr
o
n
g
ly
 
A
g
re
e
 
10.1 I believe that S4 defends us when others 
criticize us. 
1 2 3 4 5 
10.2 S4 is very committed to us. 1 2 3 4 5 
10.3 S4 is willing to dedicate whatever people 
and resources it takes to grow our 
business. 
1 2 3 4 5 
10.4 S4 is willing to make sacrifices to help us 
out from time to time. 
1 2 3 4 5 
10.5 S4 is patient with us when we make 
mistakes that inconvenience them. 
1 2 3 4 5 
10.6 S4 expects to be our supplier for a long 
time. 
1 2 3 4 5 
 
11 of 14. Benefits: Core benefits 
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11.1 The relationship with S4 meets our basic 
needs. 
1 2 3 4 5 
11.2 As a company, S4 meets the minimum 
requirements we have for the 
consideration of a supplier. 
1 2 3 4 5 
11.3 We are pleased with the core benefit of 1 2 3 4 5 
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the relationship with S4. 
11.4 The products provided by S4 meets our 
basic needs. 
1 2 3 4 5 
11.5 The services provided by S4 meets our 
basic needs. 
1 2 3 4 5 
 
12 of 14. Benefits: Add-on benefits 
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12.1 S4 offers useful benefits beyond our 
basic needs. 
1 2 3 4 5 
12.2 Benefits offered by S4 were a reason for 
selecting them as a vendor. 
1 2 3 4 5 
12.3 The relationship with S4 provides us with 
value beyond a simple transaction. 
1 2 3 4 5 
12.4 In general, S4's overall offering is better 
than what other suppliers provide. 
1 2 3 4 5 
12.5 The relationship with S4 provides us 
much more benefit than the basic 
benefits we would generally expect. 
1 2 3 4 5 
12.6 As a company, S4 exceeds the minimum 
requirements we have for a vendor. 
1 2 3 4 5 
 
13 of 14. Sacrifices: Purchase Price 
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13.1 For a similar product, S4’s purchase 
price is higher than competitors. 
1 2 3 4 5 
13.2 For a similar product, S4’s purchase 
price is lower than competitors.  
1 2 3 4 5 
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13.3 In general, I feel that S4’s product prices 
are too high. 
1 2 3 4 5 
13.4 In general, I feel that S4’s product prices 
are reasonable.  
1 2 3 4 5 
13.5 I would not recommend S4 to colleagues 
as their prices are too high.  
1 2 3 4 5 
13.6 I would recommend S4 to colleagues as 
their prices are low.  
1 2 3 4 5 
 
14 of 14. Perceived Customer Value 
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14.1 
For the costs incurred, we find the 
benefits offered by S4 to be of high 
value. 
1 2 3 4 5 
14.2 S4 provides the best value for us. 1 2 3 4 5 
14.3 The benefit we receive from the 
relationship with S4 far outweigh the 
price/costs we incur. 
1 2 3 4 5 
14.4 We receive high value from S4. 1 2 3 4 5 
14.5 Compared to alternative suppliers, S4 
charges us fairly for similar 
products/services. 
1 2 3 4 5 
14.6 I think S4 provided us with good value. 1 2 3 4 5 
 
 
Thank you for taking the time to complete the questionnaire. Your input is appreciated. 
Results will be released on request when the study has been completed. 
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7.2 Appendix B: Survey Distribution Email 
Dear <RESPONDENT_NAME>, 
I am studying towards my MBA (Masters in Business Administration) degree at the Nelson Mandela 
Metropolitan University Business School.  I am conducting research on the factors that influence the 
perceived value of services and products in the industrial automation industry. I believe that my study 
will make an important contribution to the understanding and improvement of the value offering to 
customers in the automotive industry in South Africa. 
You are part of our selected sample of respondents whose views we seek on the above-mentioned 
matter.  We would therefore appreciate it if you could answer all the questions. It should not take 
more than fifteen minutes of your time and we want to thank you in advance for your co-operation. 
There are no correct or incorrect answers. Please answer the questions as accurately as possible. 
For each statement, tick the number which best describes your experience or perception.  For 
example, if you strongly agree with the statement, tick the far right box.  If you strongly disagree with 
the statement, tick the far left box.  Tick only one answer for each statement and answer all the 
questions please.  Please note also that the organisation “S4 Integration” is referred to as “S4” in the 
survey. 
Please follow the link below to access the questionnaire online: 
https://www.surveymonkey.com/s/K76FYCW 
If you have trouble accessing the above link, please reply to this mail and I will send a MS Word copy 
of the questionnaire.  
It would be appreciated if you could complete the survey by 25 August 2014. 
Please pass this email onto any colleagues who are familiar with S4’s products and services. 
Please note also that your participation in this study is entirely voluntary and that you have the right to 
withdraw from the study at any stage. 
Thank you very much.  
Stefan Buys 
To verify the authenticity of the study, please contact Dr. Margaret Cullen at +27 (0)41 504 3772 or 
Margaret.Cullen@nmmu.ac.za. 
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7.3 Appendix C: Factor and Item Descriptions 
Factor Item   
Reversed 
Measurement 
F1.PC.PQ Q2.1 The product supplied by S4 does what it is 
supposed to do / it fulfils its purpose. 
  
F1.PC.PQ Q2.2 The product supplied by S4 is reliable.   
F1.PC.PQ Q2.3 The product supplied by S4 conforms to our 
engineering specifications. 
  
F1.PC.PQ Q2.4 The product supplied by S4 is of high 
quality. 
  
F1.PC.PQ Q2.5 Compared to our alternative suppliers, 
products from S4 meet our quality 
standards better. 
  
F1.PC.PQ Q2.6 Compared to our alternative suppliers, 
products from S4 are less likely to give us 
problems. 
  
F1.PC.DQ Q3.1 The product design allows S4’s 
systems/equipment to fulfil its intended 
purpose. 
  
F1.PC.DQ Q3.2 The products supplied by S4 rarely have 
design flaws. 
  
F1.PC.DQ Q3.3 I am confident in S4’s design capability.   
F1.PC.DQ Q3.4 The products supplied by S4 are 
ergonomically designed. 
  
F1.PC.DQ Q3.5 The design of S4’s products is of high 
quality. 
  
F1.PC.SQ Q4.1 S4 employees are friendly.   
F1.PC.SQ Q4.2 S4 employees are very knowledgeable.   
F1.PC.SQ Q4.3 We are able to reach S4 employees 
whenever we need them. 
  
F1.PC.SQ Q4.4 We receive prompt answers to our enquiries 
from S4's staff. 
  
F1.PC.SQ Q4.5 The advice we get from S4's staff is always 
useful. 
  
F1.PC.SQ Q4.6 The suggestions we get from S4's staff are 
always useful. 
  
F1.PC.SQ Q4.7 Our problems are always quickly resolved 
by S4's staff. 
  
F1.RC.T Q5.1 We trust that S4 keeps our best interests in 
mind. 
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F1.RC.T Q5.2 S4 keeps promises it makes to our 
company. 
  
F1.RC.T Q5.3 We believe the information that S4 provides 
to us. 
  
F1.RC.T Q5.4 S4 is trustworthy.   
F1.RC.T Q5.5 We find it necessary to be cautious when 
dealing with S4. 
x 
F1.RC.JW Q6.1 Our two companies jointly make many 
important technical decisions that might 
impact our relationship with each other. 
  
F1.RC.JW Q6.2 In many cases, our two companies mutually 
agree before making major technical 
decisions that might impact our relationship 
with each other. 
  
F1.RC.JW Q6.3 Our two companies jointly solve many of 
our technical problems. 
  
F1.RC.JW Q6.4 Both companies actively provide input into 
the product's design process. 
  
F1.RC.JW Q6.5 Compared to our alternative suppliers, we 
have a better working relationship with S4. 
  
F1.RC.JW Q6.6 Compared to our alternative suppliers, there 
is a better interaction between S4’s people 
and ours. 
  
F1.RC.JW Q6.7 Compared to our alternative suppliers, S4 
gives us a greater feeling of being treated 
as an important customer. 
  
F1.SC.BE Q7.1 I would recommend S4 to a colleague.   
F1.SC.BE Q7.2 I will purchase products from S4 for 
upcoming projects. 
  
F1.SC.BE Q7.3 I would say positive things about S4 to other 
people. 
  
F1.SC.BE Q7.4 S4 has a reputation for reliability.   
F1.SC.BE Q7.5 I have confidence in S4 and its products.   
F1.SC.BE Q7.6 S4 has a good reputation.   
F1.SC.SK Q8.1 Compared to our alternative suppliers, S4 
provides us with better access to their 
expertise. 
  
F1.SC.SK Q8.2 S4 knows how to improve our existing 
facilities. 
  
F1.SC.SK Q8.3 S4 is familiar with new technologies.   
F1.SC.SK Q8.4 S4 assists us to drive innovation in our 
manufacturing facilities. 
  
F1.SC.SK Q8.5 S4 are technical experts in their industry.   
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F1.SC.SF Q9.1 S4 is flexible enough to handle unforeseen 
problems. 
  
F1.SC.SF Q9.2 S4 handles changes well.   
F1.SC.SF Q9.3 S4 is flexible in response to requests we 
make. 
  
F1.SC.SF Q9.4 S4 is accommodating when our 
requirements change. 
  
F1.SC.SF Q9.5 S4 designs their products with flexibility for 
future changes in mind. 
  
F1.SC.SC Q10.1 I believe that S4 defends us when others 
criticize us. 
  
F1.SC.SC Q10.2 S4 is very committed to us.   
F1.SC.SC Q10.3 S4 is willing to dedicate whatever people 
and resources it takes to grow our business. 
  
F1.SC.SC Q10.4 S4 is willing to make sacrifices to help us 
out from time to time. 
  
F1.SC.SC Q10.5 S4 is patient with us when we make 
mistakes that inconvenience them. 
  
F1.SC.SC Q10.6 S4 expects to be our supplier for a long 
time. 
  
F1.B.CB Q11.1 The relationship with S4 meets our basic 
needs. 
  
F1.B.CB Q11.2 As a company, S4 meets the minimum 
requirements we have for the consideration 
of a supplier. 
  
F1.B.CB Q11.3 We are pleased with the core benefit of the 
relationship with S4. 
  
F1.B.CB Q11.4 The products provided by S4 meets our 
basic needs. 
  
F1.B.CB Q11.5 The services provided by S4 meets our 
basic needs. 
  
F1.B.AB Q12.1 S4 offers useful benefits beyond our basic 
needs. 
  
F1.B.AB Q12.2 Benefits offered by S4 were a reason for 
selecting them as a vendor. 
  
F1.B.AB Q12.3 The relationship with S4 provides us with 
value beyond a simple transaction. 
  
F1.B.AB Q12.4 In general, S4's overall offering is better 
than what other suppliers provide. 
  
F1.B.AB Q12.5 The relationship with S4 provides us much 
more benefit than the basic benefits we 
would generally expect. 
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F1.B.AB Q12.6 As a company, S4 exceeds the minimum 
requirements we have for a vendor. 
  
F1.S.PP Q13.1 For a similar product, S4’s purchase price is 
higher than competitors. 
x 
F1.S.PP Q13.2 For a similar product, S4’s purchase price is 
lower than competitors. 
  
F1.S.PP Q13.3 In general, I feel that S4’s product prices 
are too high. 
x 
F1.S.PP Q13.4 In general, I feel that S4’s product prices 
are reasonable. 
  
F1.S.PP Q13.5 I would not recommend S4 to colleagues as 
their prices are too high. 
x 
F1.S.PP Q13.6 I would recommend S4 to colleagues as 
their prices are low. 
  
F.PV Q14.1 For the costs incurred, we find the benefits 
offered by S4 to be of high value. 
  
F.PV Q14.2 S4 provides the best value for us.   
F.PV Q14.3 The benefit we receive from the relationship 
with S4 far outweigh the price/costs we 
incur. 
  
F.PV Q14.4 We receive high value from S4.   
F.PV Q14.5 Compared to alternative suppliers, S4 
charges us fairly for similar 
products/services. 
  
F.PV Q14.6 I think S4 provided us with good value.   
Table 7.1 - Factor and Item Descriptions 
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F2 Level 1 Factors 
F2.PC F1.PC.PQ Product Quality 
F2.PC F1.PC.DQ Design Quality 
F2.PC F1.PC.SQ Service Quality 
F2.RC F1.RC.T Trust 
F2.RC F1.RC.JW Joint Working 
F2.SC F1.SC.BE Brand Equity 
F2.SC F1.SC.SK 
Supplier Know-how and Technical 
Expertise 
F2.SC F1.SC.SF Supplier Flexibility 
F2.SC F1.SC.SC Supplier Commitment 
F2.B F1.B.CB Core benefits 
F2.B F1.B.AB Add-on Benefits 
F2.S F1.S.PP Purchase Price 
Table 7.2 - 1st Level Factors 
 Level 2 Factors 
F2.PC Product Characteristics 
F2.RC Relational Characteristics 
F2.SC Supplier Characteristics 
F2.B Benefits 
F2.S Sacrifices 
Table 7.3 - 2nd Level Factors 
 Dependent Factor 
F.PV Perceived Value 
Table 7.4 - Dependent Factor 
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7.4 Appendix D: Statistics for Customer Sample 
7.4.1 Demographics 
Female 5 6% 
Male 81 94% 
Total 86 100% 
Table 7.5 - Frequency distribution: Gender 
High School 4 5% 
College 10 12% 
National Diploma 35 41% 
Bachelors Degree 23 27% 
Post-graduate Degree 14 16% 
Total 86 100% 
Table 7.6 - Frequency distribution: Education Level 
18 - 24 2 2% 
25 - 34 29 34% 
35 - 44 30 35% 
45 - 54 16 19% 
55 + 9 10% 
Total 86 100% 
Table 7.7 - Frequency distribution: Age 
Eastern Cape 72 84% 
Free State 0 0% 
Gauteng 7 8% 
KwaZulu-Natal 4 5% 
Limpopo 0 0% 
Mpumalanga 0 0% 
Northern Cape North West 0 0% 
Western Cape 0 0% 
Country Outside SA 3 3% 
Total 86 100% 
Table 7.8 - Frequency distribution: Location 
< 1 year 1 1% 
1 – 2 years 0 0% 
3 – 5 years 7 8% 
6 – 10 years 26 30% 
11 – 15 years 22 26% 
16 + years 30 35% 
Total 86 100% 
Table 7.9 - Frequency distribution: Years in Industry 
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< 1 year 11 13% 
1 – 2 years 18 21% 
3 – 5 years 31 36% 
6 – 10 years 13 15% 
11 – 15 years 7 8% 
16 + years 6 7% 
Total 86 100% 
Table 7.10 - Frequency distribution: Years in Current Position 
Not Management Level 20 23% 
Low Level Management 12 14% 
Middle Level Management 34 40% 
Top Level Management 17 20% 
Director 3 3% 
Total 86 100% 
Table 7.11 - Frequency distribution: Employment Level 
Yes 80 93% 
No 6 7% 
Total 86 100% 
Table 7.12 - Frequency distribution: Multi-national 
1 - 2 36 42% 
3 – 5 30 35% 
6 – 10 9 10% 
11 – 15 0 0% 
16+ 11 13% 
Total 86 100% 
Table 7.13 - Frequency distribution: Branches in Africa 
1 – 50 5 6% 
51 – 200 8 9% 
201 – 2000 38 44% 
2001 – 4999 14 16% 
5000 + 21 24% 
Total 86 100% 
Table 7.14 - Frequency distribution: Number of Employees 
OEM 41 48% 
1st Tier Supplier 29 34% 
2nd Tier Supplier 6 7% 
3rd Tier Supplier 3 3% 
Multiple 7 8% 
Total 86 100% 
Table 7.15 - Frequency distribution: Supply Chain Level 
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7.4.2 Factor Items 
  Mean S.D. Disagree Neutral Agree Strongly Agree 
Q2.1 4.20 0.67 1 1% 9 10% 48 56% 28 33% 
Q2.2 4.05 0.70 1 1% 16 19% 47 55% 22 26% 
Q2.3 4.15 0.68 1 1% 11 13% 48 56% 26 30% 
Q2.4 4.20 0.72 1 1% 12 14% 42 49% 31 36% 
Q2.5 3.85 0.76 1 1% 29 34% 38 44% 18 21% 
Q2.6 3.60 0.77 4 5% 37 43% 34 40% 11 13% 
Table 7.16 - Frequency Distributions: F1.PC.PQ (n = 86) 
  Mean S.D. Disagree Neutral Agree Strongly Agree 
Q3.1 4.07 0.61 1 1% 10 12% 57 66% 18 21% 
Q3.2 3.73 0.71 3 3% 27 31% 46 53% 10 12% 
Q3.3 4.09 0.68 1 1% 13 15% 49 57% 23 27% 
Q3.4 3.81 0.74 3 3% 24 28% 45 52% 14 16% 
Q3.5 4.03 0.68 1 1% 15 17% 50 58% 20 23% 
Table 7.17 - Frequency Distributions: F1.PC.DQ (n = 86) 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q4.1 4.53 0.63 1 1% 0 0% 0 0% 36 42% 49 57% 
Q4.2 4.43 0.56 0 0% 1 1% 0 0% 46 53% 39 45% 
Q4.3 4.28 0.71 0 0% 3 3% 4 5% 45 52% 34 40% 
Q4.4 4.19 0.74 0 0% 2 2% 11 13% 42 49% 31 36% 
Q4.5 4.19 0.60 0 0% 1 1% 6 7% 55 64% 24 28% 
Q4.6 4.14 0.62 1 1% 0 0% 5 6% 60 70% 20 23% 
Q4.7 3.99 0.69 0 0% 1 1% 18 21% 48 56% 19 22% 
Table 7.18 - Frequency Distributions: F1.PC.SQ (n = 86) 
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  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q5.1 4.16 0.59 0 0% 1 1% 6 7% 57 66% 22 26% 
Q5.2 4.05 0.63 0 0% 1 1% 12 14% 55 64% 18 21% 
Q5.3 4.14 0.64 1 1% 0 0% 6 7% 58 67% 21 24% 
Q5.4 4.26 0.62 0 0% 1 1% 5 6% 51 59% 29 34% 
Q5.5 3.48 1.10 5 6% 13 15% 17 20% 38 44% 13 15% 
Table 7.19 - Frequency Distributions: F1.RC.T (n = 86) 
  Mean S.D. Disagree Neutral Agree Strongly Agree Strongly Agree 
Q6.1 3.77 0.73 4 5% 23 27% 48 56% 11 13% 22 26% 
Q6.2 3.93 0.72 2 2% 19 22% 48 56% 17 20% 18 21% 
Q6.3 4.01 0.64 1 1% 14 16% 54 63% 17 20% 21 24% 
Q6.4 3.97 0.79 4 5% 16 19% 45 52% 21 24% 29 34% 
Q6.5 3.77 0.86 3 3% 35 41% 27 31% 21 24% 13 15% 
Q6.6 3.76 0.80 3 3% 31 36% 36 42% 16 19%     
Q6.7 3.76 0.80 3 3% 31 36% 36 42% 16 19%     
Table 7.20 - Frequency Distributions: F1.RC.JW (n = 86) 
  Mean S.D. Disagree Neutral Agree Strongly Agree 
Q7.1 4.29 0.61 1 1% 4 5% 50 58% 31 36% 
Q7.2 4.17 0.65 1 1% 9 10% 50 58% 26 30% 
Q7.3 4.26 0.62 1 1% 5 6% 51 59% 29 34% 
Q7.4 4.13 0.67 1 1% 11 13% 50 58% 24 28% 
Q7.5 4.15 0.62 1 1% 8 9% 54 63% 23 27% 
Q7.6 4.16 0.63 1 1% 8 9% 53 62% 24 28% 
Table 7.21 - Frequency Distributions: F1.SC.BE (n = 86) 
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  Mean S.D. Disagree Neutral Agree Strongly Agree 
Q8.1 3.80 0.76 3 3% 26 30% 42 49% 15 17% 
Q8.2 3.86 0.72 2 2% 23 27% 46 53% 15 17% 
Q8.3 4.09 0.73 2 2% 13 15% 46 53% 25 29% 
Q8.4 3.92 0.75 3 3% 19 22% 46 53% 18 21% 
Q8.5 4.12 0.68 1 1% 12 14% 49 57% 24 28% 
Table 7.22 - Frequency Distributions: F1.SC.SK (n = 86) 
  Mean S.D. Disagree Neutral Agree Strongly Agree 
Q9.1 4.05 0.77 2 2% 17 20% 42 49% 25 29% 
Q9.2 4.00 0.63 1 1% 14 16% 55 64% 16 19% 
Q9.3 4.14 0.67 1 1% 11 13% 49 57% 25 29% 
Q9.4 4.19 0.68 1 1% 10 12% 47 55% 28 33% 
Q9.5 4.00 0.70 1 1% 18 21% 47 55% 20 23% 
Table 7.23 - Frequency Distributions: F1.SC.SF (n = 86) 
  Mean S.D. Disagree Neutral Agree Strongly Agree 
Q10.1 3.66 0.78 1 1% 42 49% 28 33% 15 17% 
Q10.2 4.03 0.68 1 1% 15 17% 50 58% 20 23% 
Q10.3 3.85 0.73 1 1% 27 31% 42 49% 16 19% 
Q10.4 3.94 0.76 1 1% 24 28% 40 47% 21 24% 
Q10.5 3.98 0.70 1 1% 19 22% 47 55% 19 22% 
Q10.6 4.10 0.70 1 1% 14 16% 46 53% 25 29% 
Table 7.24 - Frequency Distributions: F1.SC.SC (n = 86) 
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  Mean S.D. Disagree Neutral Agree Strongly Agree 
Q11.1 4.21 0.67 2 2% 6 7% 50 58% 28 33% 
Q11.2 4.09 0.68 3 3% 7 8% 55 64% 21 24% 
Q11.3 4.08 0.62 2 2% 7 8% 59 69% 18 21% 
Q11.4 4.09 0.71 2 2% 12 14% 48 56% 24 28% 
Q11.5 4.13 0.67 2 2% 8 9% 53 62% 23 27% 
Table 7.25 - Frequency Distributions: F1.B.CB (n = 86) 
  Mean S.D. Disagree Neutral Agree Strongly Agree 
Q12.1 3.97 0.64 1 1% 16 19% 54 63% 15 17% 
Q12.2 3.87 0.81 5 6% 19 22% 44 51% 18 21% 
Q12.3 4.01 0.66 1 1% 15 17% 52 60% 18 21% 
Q12.4 3.78 0.74 1 1% 32 37% 38 44% 15 17% 
Q12.5 3.92 0.71 1 1% 22 26% 46 53% 17 20% 
Q12.6 4.05 0.63 1 1% 12 14% 55 64% 18 21% 
Table 7.26 - Frequency Distributions: F1.B.AB (n = 86) 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q13.1 2.98 0.74 3 3% 13 15% 55 64% 13 15% 2 2% 
Q13.2 3.14 0.74 1 1% 11 13% 53 62% 17 20% 4 5% 
Q13.3 3.15 0.77 2 2% 10 12% 51 59% 19 22% 4 5% 
Q13.4 3.55 0.63 0 0% 3 3% 36 42% 44 51% 3 3% 
Q13.5 3.70 0.83 1 1% 6 7% 22 26% 46 53% 11 13% 
Q13.6 3.13 0.78 1 1% 13 15% 51 59% 16 19% 5 6% 
Table 7.27 - Frequency Distributions: F1.S.PP (n = 86) 
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  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q14.1 3.86 0.65 0 0% 1 1% 22 26% 51 59% 12 14% 
Q14.2 3.76 0.75 0 0% 1 1% 34 40% 36 42% 15 17% 
Q14.3 3.65 0.75 0 0% 3 3% 35 41% 37 43% 11 13% 
Q14.4 3.94 0.73 0 0% 1 1% 22 26% 44 51% 19 22% 
Q14.5 3.52 0.76 1 1% 3 3% 40 47% 34 40% 8 9% 
Q14.6 3.99 0.66 0 0% 1 1% 16 19% 52 60% 17 20% 
Table 7.28 - Frequency Distributions: F.PV (n = 86) 
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7.4.3 Factors 
  Mean S.D. 
[1.0 to 
1.8) 
[1.8 to 
2.6) [2.6 to 3.4] (3.4 to 4.2] (4.2 to 5.0] 
F1.PC.PQ 4.01 0.59 0 0% 1 1% 10 12% 43 50% 32 37% 
F1.PC.DQ 3.95 0.58 0 0% 1 1% 14 16% 51 59% 20 23% 
F1.PC.SQ 4.25 0.55 1 1% 0 0% 4 5% 37 43% 44 51% 
F1.RC.T 4.02 0.54 1 1% 0 0% 6 7% 57 66% 22 26% 
F1.RC.JW 3.85 0.60 0 0% 1 1% 16 19% 45 52% 24 28% 
F1.SC.BE 4.19 0.55 0 0% 1 1% 5 6% 47 55% 33 38% 
F1.SC.SK 3.96 0.62 0 0% 1 1% 16 19% 46 53% 23 27% 
F1.SC.SF 4.07 0.62 0 0% 1 1% 12 14% 48 56% 25 29% 
F1.SC.SC 3.93 0.62 0 0% 1 1% 14 16% 51 59% 20 23% 
F1.B.CB 4.12 0.61 0 0% 2 2% 6 7% 54 63% 24 28% 
F1.B.AB 3.93 0.57 0 0% 1 1% 14 16% 50 58% 21 24% 
F1.S.PP 3.27 0.55 1 1% 4 5% 55 64% 22 26% 4 5% 
F2.PC 4.07 0.52 0 0% 1 1% 5 6% 48 56% 32 37% 
F2.RC 3.93 0.52 0 0% 1 1% 9 10% 49 57% 27 31% 
F2.SC 4.04 0.56 0 0% 1 1% 9 10% 48 56% 28 33% 
F2.B 4.03 0.55 0 0% 1 1% 7 8% 53 62% 25 29% 
F2.S 3.27 0.55 1 1% 4 5% 55 64% 22 26% 4 5% 
F.PV 3.79 0.61 0 0% 1 1% 24 28% 45 52% 16 19% 
Table 7.29 - Frequency Distributions: F1.PC.PQ to F.PV (n = 86) 
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  Mean S.D. Negative Neutral Positive 
F1.PC.PQ 4.01 0.59 1 1% 10 12% 75 87% 
F1.PC.DQ 3.95 0.58 1 1% 14 16% 71 83% 
F1.PC.SQ 4.25 0.55 1 1% 4 5% 81 94% 
F1.RC.T 4.02 0.54 1 1% 6 7% 79 92% 
F1.RC.JW 3.85 0.60 1 1% 16 19% 69 80% 
F1.SC.BE 4.19 0.55 1 1% 5 6% 80 93% 
F1.SC.SK 3.96 0.62 1 1% 16 19% 69 80% 
F1.SC.SF 4.07 0.62 1 1% 12 14% 73 85% 
F1.SC.SC 3.93 0.62 1 1% 14 16% 71 83% 
F1.B.CB 4.12 0.61 2 2% 6 7% 78 91% 
F1.B.AB 3.93 0.57 1 1% 14 16% 71 83% 
F1.S.PP 3.27 0.55 5 6% 55 64% 26 30% 
F2.PC 4.07 0.52 1 1% 5 6% 80 93% 
F2.RC 3.93 0.52 1 1% 9 10% 76 88% 
F2.SC 4.04 0.56 1 1% 9 10% 76 88% 
F2.B 4.03 0.55 1 1% 7 8% 78 91% 
F2.S 3.27 0.55 5 6% 55 64% 26 30% 
F.PV 3.79 0.61 1 1% 24 28% 61 71% 
Table 7.30 - Frequency Distributions: F1.PC.PQ to F.PV (n = 86) 
 
Mean S.D. Minimum 
Quartile 
1 Median 
Quartile 
3 Maximum 
F1.PC.PQ 4.01 0.59 2.00 3.67 4.00 4.33 5.00 
F1.PC.DQ 3.95 0.58 2.00 3.80 4.00 4.20 5.00 
F1.PC.SQ 4.25 0.55 1.71 4.00 4.29 4.71 5.00 
F1.RC.T 4.02 0.54 1.60 3.60 4.00 4.35 5.00 
F1.RC.JW 3.85 0.60 2.00 3.43 3.86 4.29 5.00 
F1.SC.BE 4.19 0.55 2.00 4.00 4.00 4.50 5.00 
F1.SC.SK 3.96 0.62 2.00 3.65 4.00 4.40 5.00 
F1.SC.SF 4.07 0.62 2.00 3.80 4.00 4.55 5.00 
F1.SC.SC 3.93 0.62 2.00 3.50 3.83 4.17 5.00 
F1.B.CB 4.12 0.61 2.00 4.00 4.00 4.40 5.00 
F1.B.AB 3.93 0.57 2.00 3.50 4.00 4.17 5.00 
F1.S.PP 3.27 0.55 1.33 3.00 3.17 3.50 4.83 
F2.PC 4.07 0.52 1.90 3.79 4.02 4.37 5.00 
F2.RC 3.93 0.52 1.80 3.64 3.85 4.32 5.00 
F2.SC 4.04 0.56 2.00 3.72 4.00 4.43 5.00 
F2.B 4.03 0.55 2.00 3.75 4.00 4.42 5.00 
F2.S 3.27 0.55 1.33 3.00 3.17 3.50 4.83 
F.PV 3.79 0.61 2.00 3.33 3.83 4.00 5.00 
Table 7.31 - Central tendency & Dispersion: F1.PC.PQ to F.PV (n = 86) 
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7.5 Appendix E: Statistics for Employee Sample 
7.5.1 Demographics 
  Group           
Gender  Customer  Employee Total 
Male 5 6% 30 100% 35 30% 
Female 81 94% 0 0% 81 70% 
Total 86 100% 30 100% 116 100% 
Table 7.32 - Contingency Table - Group and Gender 
  Group           
Education Level  Customer  Employee Total 
No Schooling Completed 0 0% 0 0% 0 0% 
High School 4 5% 3 10% 7 6% 
College 10 12% 3 10% 13 11% 
National Diploma 35 41% 14 47% 49 42% 
Bachelors Degree 23 27% 8 27% 31 27% 
Post-graduate Degree 14 16% 2 7% 16 14% 
Total 86 100% 30 100% 116 100% 
Table 7.33 - Contingency Table - Group and Education Level 
  Group           
Age  Customer  Employee Total 
18 - 24 2 2% 4 13% 6 5% 
25 - 34 29 34% 18 60% 47 41% 
35 - 44 30 35% 6 20% 36 31% 
45 - 54 16 19% 2 7% 18 16% 
55 + 9 10% 0 0% 9 8% 
Total 86 100% 30 100% 116 100% 
Table 7.34 - Contingency Table - Group and Age 
  Group           
 Location  Customer  Employee Total 
 Eastern Cape 72 85% 29 97% 101 88% 
 Free State 0 0% 0 0% 0 0% 
 Gauteng 7 8% 1 3% 8 7% 
 KwaZulu-Natal 4 5% 0 0% 4 3% 
 Limpopo 0 0% 0 0% 0 0% 
 Mpumalanga 0 0% 0 0% 0 0% 
 Northern Cape North West 0 0% 0 0% 0 0% 
 Western Cape 0 0% 0 0% 0 0% 
 Country Outside SA 2 2% 0 0% 2 2% 
 Total 85 100% 30 100% 115 100% 
 
Table 7.35 - Group and Location 
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  Group           
Years in Industry  Customer  Employee Total 
< 1 year 1 1% 8 27% 9 8% 
1 – 2 years 0 0% 3 10% 3 3% 
3 – 5 years 7 8% 3 10% 10 9% 
6 – 10 years 26 30% 5 17% 31 27% 
11 – 15 years 22 26% 8 27% 30 26% 
16 + years 30 35% 3 10% 33 28% 
Total 86 100% 30 100% 116 100% 
Table 7.36 - Contingency Table - Group and Years in Industry 
  Group           
Years in Current Position  Customer  Employee Total 
< 1 year 11 13% 7 23% 18 16% 
1 – 2 years 18 21% 10 33% 28 24% 
3 – 5 years 31 36% 2 7% 33 28% 
6 – 10 years 13 15% 5 17% 18 16% 
11 – 15 years 7 8% 2 7% 9 8% 
16 + years 6 7% 4 13% 10 9% 
Total 86 100% 30 100% 116 100% 
Table 7.37 - Group and Years in Current Position 
  Group           
Employment Level  Customer  Employee Total 
Not Management Level 20 23% 7 23% 27 23% 
Low Level Management 12 14% 12 40% 24 21% 
Middle Level Management 34 40% 6 20% 40 34% 
Top Level Management 17 20% 3 10% 20 17% 
Director 3 3% 2 7% 5 4% 
Total 86 100% 30 100% 116 100% 
Table 7.38 - Contingency Table - Group and Employment Level 
  Group           
Multi-national  Customer  Employee Total 
Yes 80 93% 30 100% 110 95% 
No 6 7% 0 0% 6 5% 
Total 86 100% 30 100% 116 100% 
Table 7.39 - Contingency Table - Group and Multi-national 
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  Group           
Branches in Africa  Customer  Employee Total 
1 - 2 36 42% 0 0% 36 31% 
3 – 5 30 35% 30 100% 60 52% 
6 – 10 9 10% 0 0% 9 8% 
11 – 15 0 0% 0 0% 0 0% 
16+ 11 13% 0 0% 11 9% 
Total 86 100% 30 100% 116 100% 
Table 7.40 - Contingency Table - Group and Branches in Africa 
  Group           
No. of Employees  Customer  Employee Total 
1 – 50 5 6% 0 0% 5 4% 
51 – 200 8 9% 30 100% 38 33% 
201 – 2000 38 44% 0 0% 38 33% 
2001 – 4999 14 16% 0 0% 14 12% 
5000 + 21 24% 0 0% 21 18% 
Total 86 100% 30 100% 116 100% 
Table 7.41 - Contingency Table - Group and No. of Employees 
  Group           
Supply chain level  Customer  Employee Total 
OEM 41 48% 0 0% 41 35% 
1st Tier Supplier 29 34% 0 0% 29 25% 
2nd Tier Supplier 6 7% 0 0% 6 5% 
3rd Tier Supplier 3 3% 0 0% 3 3% 
Multiple 7 8% 30 100% 37 32% 
Total 86 100% 30 100% 116 100% 
Table 7.42 - Contingency Table - Group and Supply chain level 
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7.5.2 Factor Items 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q2.1 4.25 0.64 0 0% 1 1% 10 9% 64 55% 41 35% 
Q2.2 4.11 0.67 0 0% 1 1% 17 15% 66 57% 32 28% 
Q2.3 4.22 0.64 0 0% 1 1% 11 9% 66 57% 38 33% 
Q2.4 4.19 0.71 0 0% 1 1% 17 15% 57 49% 41 35% 
Q2.5 3.91 0.77 0 0% 1 1% 37 32% 50 43% 28 24% 
Q2.6 3.63 0.76 0 0% 4 3% 51 44% 45 39% 16 14% 
Table 7.43 - Frequency Distributions: Product Characteristics: Product Quality items (n = 116) 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q3.1 4.14 0.60 0 0% 1 1% 11 9% 75 65% 29 25% 
Q3.2 3.71 0.71 0 0% 5 4% 36 31% 63 54% 12 10% 
Q3.3 4.12 0.65 0 0% 1 1% 15 13% 69 59% 31 27% 
Q3.4 3.84 0.73 0 0% 3 3% 32 28% 61 53% 20 17% 
Q3.5 4.07 0.66 0 0% 1 1% 18 16% 69 59% 28 24% 
Table 7.44 - Frequency Distributions: Product Characteristics: Design Quality items (n = 116) 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q4.1 4.50 0.60 1 1% 0 0% 0 0% 54 47% 61 53% 
Q4.2 4.41 0.56 0 0% 1 1% 1 1% 64 55% 50 43% 
Q4.3 4.22 0.70 0 0% 4 3% 6 5% 66 57% 40 34% 
Q4.4 4.12 0.71 0 0% 2 2% 17 15% 62 53% 35 30% 
Q4.5 4.18 0.58 0 0% 1 1% 8 7% 76 66% 31 27% 
Q4.6 4.15 0.59 1 1% 0 0% 7 6% 81 70% 27 23% 
Q4.7 3.94 0.70 0 0% 1 1% 29 25% 62 53% 24 21% 
Table 7.45 - Frequency Distributions: Product Characteristics: Service Quality items (n = 116) 
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  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q5.1 4.22 0.58 0 0% 1 1% 6 5% 75 65% 34 29% 
Q5.2 4.12 0.61 0 0% 1 1% 12 10% 75 65% 28 24% 
Q5.3 4.15 0.61 1 1% 0 0% 8 7% 79 68% 28 24% 
Q5.4 4.32 0.61 0 0% 1 1% 6 5% 64 55% 45 39% 
Q5.5 3.63 1.06 5 4% 15 13% 19 16% 56 48% 21 18% 
Table 7.46 - Frequency Distributions: Relational Characteristics: Trust items (n = 116) 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q6.1 3.79 0.74 0 0% 5 4% 31 27% 63 54% 17 15% 
Q6.2 3.92 0.76 1 1% 3 3% 23 20% 66 57% 23 20% 
Q6.3 3.99 0.64 0 0% 2 2% 18 16% 75 65% 21 18% 
Q6.4 3.92 0.77 0 0% 5 4% 24 21% 62 53% 25 22% 
Q6.5 3.79 0.82 0 0% 3 3% 44 38% 43 37% 26 22% 
Q6.6 3.78 0.78 0 0% 3 3% 42 36% 49 42% 22 19% 
Q6.7 3.80 0.75 0 0% 3 3% 37 32% 56 48% 20 17% 
Table 7.47 - Frequency Distributions: Relational Characteristics: Joint Working items (n = 116) 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q7.1 4.34 0.60 0 0% 1 1% 5 4% 64 55% 46 40% 
Q7.2 4.22 0.64 0 0% 1 1% 11 9% 66 57% 38 33% 
Q7.3 4.29 0.59 0 0% 1 1% 5 4% 69 59% 41 35% 
Q7.4 4.16 0.64 0 0% 1 1% 13 11% 69 59% 33 28% 
Q7.5 4.18 0.60 0 0% 1 1% 9 8% 74 64% 32 28% 
Q7.6 4.23 0.62 0 0% 1 1% 9 8% 68 59% 38 33% 
Table 7.48 - Frequency Distributions: Supplier Characteristics: Brand Equity items (n = 116) 
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  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q8.1 3.86 0.74 0 0% 3 3% 32 28% 59 51% 22 19% 
Q8.2 3.96 0.70 0 0% 2 2% 25 22% 65 56% 24 21% 
Q8.3 4.12 0.70 0 0% 2 2% 16 14% 64 55% 34 29% 
Q8.4 3.95 0.74 0 0% 3 3% 26 22% 61 53% 26 22% 
Q8.5 4.18 0.67 0 0% 1 1% 14 12% 64 55% 37 32% 
Table 7.49 - Frequency Distributions: Supplier Characteristics: Supplier Know-how and Technical Expertise items (n = 116) 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q8.1 3.86 0.74 0 0% 3 3% 32 28% 59 51% 22 19% 
Q8.2 3.96 0.70 0 0% 2 2% 25 22% 65 56% 24 21% 
Q8.3 4.12 0.70 0 0% 2 2% 16 14% 64 55% 34 29% 
Q8.4 3.95 0.74 0 0% 3 3% 26 22% 61 53% 26 22% 
Q8.5 4.18 0.67 0 0% 1 1% 14 12% 64 55% 37 32% 
Table 7.50 - Frequency Distributions: Supplier Characteristics: Supplier Know-how and Technical Expertise items (n = 116) 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q9.1 4.12 0.75 0 0% 2 2% 20 17% 56 48% 38 33% 
Q9.2 4.08 0.63 0 0% 1 1% 16 14% 72 62% 27 23% 
Q9.3 4.19 0.66 0 0% 1 1% 13 11% 65 56% 37 32% 
Q9.4 4.25 0.64 0 0% 1 1% 10 9% 64 55% 41 35% 
Q9.5 4.03 0.71 0 0% 1 1% 24 21% 61 53% 30 26% 
Table 7.51 - Frequency Distributions: Supplier Characteristics: Flexibility of the supplier items (n = 116) 
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  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q10.1 3.70 0.74 0 0% 1 1% 51 44% 46 40% 18 16% 
Q10.2 4.09 0.64 0 0% 1 1% 16 14% 71 61% 28 24% 
Q10.3 3.96 0.71 0 0% 1 1% 29 25% 60 52% 26 22% 
Q10.4 4.03 0.73 0 0% 1 1% 26 22% 57 49% 32 28% 
Q10.5 4.03 0.67 0 0% 1 1% 21 18% 67 58% 27 23% 
Q10.6 4.18 0.67 0 0% 1 1% 14 12% 64 55% 37 32% 
Table 7.52 - Frequency Distributions: Supplier Characteristics: Commitment of the Supplier items (n = 116) 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q11.1 4.23 0.64 0 0% 2 2% 7 6% 69 59% 38 33% 
Q11.2 4.15 0.68 0 0% 3 3% 10 9% 70 60% 33 28% 
Q11.3 4.12 0.59 0 0% 2 2% 8 7% 80 69% 26 22% 
Q11.4 4.16 0.68 0 0% 2 2% 13 11% 65 56% 36 31% 
Q11.5 4.17 0.66 0 0% 2 2% 11 9% 68 59% 35 30% 
Table 7.53 - Frequency Distributions: Benefits: Core benefits items (n = 116) 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q12.1 4.02 0.59 0 0% 1 1% 16 14% 79 68% 20 17% 
Q12.2 3.85 0.77 0 0% 5 4% 29 25% 60 52% 22 19% 
Q12.3 4.04 0.65 0 0% 1 1% 19 16% 70 60% 26 22% 
Q12.4 3.84 0.73 0 0% 1 1% 38 33% 55 47% 22 19% 
Q12.5 3.94 0.71 0 0% 1 1% 30 26% 60 52% 25 22% 
Q12.6 4.10 0.62 0 0% 1 1% 14 12% 73 63% 28 24% 
Table 7.54 - Frequency Distributions: Benefits: Add-on benefits items (n = 116) 
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  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q13.1 2.96 0.73 4 3% 19 16% 73 63% 18 16% 2 2% 
Q13.2 3.11 0.72 1 1% 16 14% 73 63% 21 18% 5 4% 
Q13.3 3.17 0.75 2 2% 14 12% 66 57% 30 26% 4 3% 
Q13.4 3.59 0.62 0 0% 3 3% 46 40% 62 53% 5 4% 
Q13.5 3.83 0.86 1 1% 6 5% 30 26% 54 47% 25 22% 
Q13.6 3.16 0.73 1 1% 15 13% 70 60% 25 22% 5 4% 
Table 7.55 - Frequency Distributions: Sacrifices: Purchase Price items (n = 116) 
  Mean S.D. 
Strongly 
Disagree Disagree Neutral Agree Strongly Agree 
Q14.1 3.91 0.68 0 0% 1 1% 30 26% 64 55% 21 18% 
Q14.2 3.82 0.73 0 0% 1 1% 40 34% 54 47% 21 18% 
Q14.3 3.73 0.75 0 0% 4 3% 40 34% 55 47% 17 15% 
Q14.4 3.97 0.72 0 0% 2 2% 26 22% 62 53% 26 22% 
Q14.5 3.67 0.79 1 1% 3 3% 45 39% 52 45% 14 12% 
Q14.6 4.01 0.64 0 0% 1 1% 20 17% 72 62% 23 20% 
Table 7.56 - Frequency Distributions: Perceived Customer Value items 
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7.5.3 Factors 
 
  Mean S.D. [1.0 to 1.8) [1.8 to 2.6) [2.6 to 3.4] (3.4 to 4.2] (4.2 to 5.0] 
F1.PC.PQ 4.17 0.51 0 0% 0 0% 0 0% 17 57% 13 43% 
F1.PC.DQ 4.05 0.46 0 0% 0 0% 2 7% 19 63% 9 30% 
F1.PC.SQ 4.12 0.36 0 0% 0 0% 0 0% 22 73% 8 27% 
F1.RC.T 4.29 0.43 0 0% 0 0% 0 0% 17 57% 13 43% 
F1.RC.JW 3.88 0.50 0 0% 1 3% 2 7% 20 67% 7 23% 
F1.SC.BE 4.36 0.41 0 0% 0 0% 0 0% 14 47% 16 53% 
F1.SC.SK 4.17 0.51 0 0% 0 0% 1 3% 18 60% 11 37% 
F1.SC.SF 4.31 0.45 0 0% 0 0% 1 3% 14 47% 15 50% 
F1.SC.SC 4.20 0.40 0 0% 0 0% 0 0% 17 57% 13 43% 
F1.B.CB 4.30 0.50 0 0% 0 0% 1 3% 17 57% 12 40% 
F1.B.AB 4.07 0.45 0 0% 0 0% 2 7% 19 63% 9 30% 
F1.S.PP 3.39 0.44 0 0% 1 3% 14 47% 14 47% 1 3% 
Table 7.57 - Frequency Distributions: First Level Factors - Group = Employees (n = 30) 
  Mean S.D. [1.0 to 1.8) [1.8 to 2.6) [2.6 to 3.4] (3.4 to 4.2] (4.2 to 5.0] 
F2.PC 4.12 0.39 0 0% 0 0% 0 0% 18 60% 12 40% 
F2.RC 4.08 0.41 0 0% 0 0% 1 3% 19 63% 10 33% 
F2.SC 4.26 0.36 0 0% 0 0% 0 0% 14 47% 16 53% 
F2.B 4.18 0.43 0 0% 0 0% 0 0% 19 63% 11 37% 
F2.S 3.39 0.44 0 0% 1 3% 14 47% 14 47% 1 3% 
F.PV 4.03 0.59 0 0% 0 0% 4 13% 17 57% 9 30% 
Table 7.58 - Frequency Distributions: Second Level Factors and Dependent Factor - Group = Employees (n = 30)
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  Mean S.D. Minimum Quartile 1 Median Quartile 3 Maximum 
F1.PC.PQ 4.17 0.51 3.50 3.83 4.00 4.63 5.00 
F1.PC.DQ 4.05 0.46 3.00 3.80 4.00 4.55 4.80 
F1.PC.SQ 4.12 0.36 3.71 3.86 4.00 4.36 4.86 
F1.RC.T 4.29 0.43 3.60 4.00 4.20 4.60 5.00 
F1.RC.JW 3.88 0.50 2.57 3.57 3.86 4.11 4.86 
F1.SC.BE 4.36 0.41 3.67 4.00 4.33 4.67 5.00 
F1.SC.SK 4.17 0.51 3.40 3.80 4.00 4.60 5.00 
F1.SC.SF 4.31 0.45 3.40 4.00 4.30 4.60 5.00 
F1.SC.SC 4.20 0.40 3.50 3.88 4.17 4.50 5.00 
F1.B.CB 4.30 0.50 3.40 4.00 4.20 4.90 5.00 
F1.B.AB 4.07 0.45 3.33 3.83 4.00 4.46 5.00 
F1.S.PP 3.39 0.44 2.50 3.00 3.42 3.67 4.50 
Table 7.59 - Central tendency & Dispersion: First Level Factors - Group = Employees 
(n = 30) 
  Mean S.D. Minimum Quartile 1 Median Quartile 3 Maximum 
F2.PC 4.12 0.39 3.47 3.82 3.98 4.44 4.82 
F2.RC 4.08 0.41 3.09 3.81 4.04 4.43 4.86 
F2.SC 4.26 0.36 3.68 3.95 4.21 4.57 4.88 
F2.B 4.18 0.43 3.57 3.90 4.03 4.49 5.00 
F2.S 3.39 0.44 2.50 3.00 3.42 3.67 4.50 
F.PV 4.03 0.59 2.67 3.83 4.00 4.58 5.00 
Table 7.60 - Central tendency & Dispersion: Second Level Factors and Dependent 
Factor - Group = Employees (n = 30) 
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7.6 Appendix F: Ethical Clearance Form E 
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